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ECENT developments in Europe 
have brought a shock to Ameri- 
can sensibilities, to the stock 

and grain exchange, but not to Ameri- 
can business. A gigantic program of 
national rearmament will presently 
get under way; and business men 
everywhere are asking how it will 
affect them. We have no prophetic 
powers. All that we can see is what 
lies plainly before us so far as the 
electrical appliance business is con- 
cerned. 

National rearmament on the great 
scale proposed stands squarely on the 
production and the capacity of men 
and factories. It means a vast in- 
crease of payrolls both in additional 
employment and in the increase of 
working hours and working income of 
men now employed. 

The electrical appliance business is 
a payroll business. It depends on the 
purchasing power of average families 
and average homes. Its first great 
impetus came in the years of the last 
war. Hesitancy now in the exercise 
of purchasing power is possible, but 
over a longer period we are sure to 
feel the stimulus of larger incomes re- 
ceived by those people on whom the 
appliance business always depends. 


Men Cooking 
LECTRIC range promotion is in 
the process of developing a na- 

tional movement toward teaching men 
to cook, uncovering thereby an ambi- 
tion concealed or inhibited by many 
males. The Order of Tuff Guys, the 
Ancient and Honorable Order of 


Coqui, and other similar fraternities 
and groups of male cooks throw off 
the mask and openly declare that men 
like to cook and can cook. Their wives 
and families have so far offered no 
objections. In fact, they are cheering 
on the side lines, if the recent show 
put on in Philadelphia and described 
elsewhere in this issue is an example. 
This cooking exhibition by notable 
amateurs drew an audience of more 
than 10,000 and a good time was had 
by spectators and performers. 

If this movement, it is more than a 
fad, spreads far enough and fast 
enough, there ought to be large com- 
mercial rewards reaped by range and 
other kitchen equipment manufactur- 
ers, distributors and retailers. Men 
are fascinated by gadgets. Further- 
more, when they are themselves bent 
on any task they want the very best 
equipment possible to work with. 
Therefore, the man cook and cook 
amateur will inevitably demand an 
electric range to work with. 

The promoters of this splendid en- 
terprise have taken only the first step 
—that is attracting man’s attention to 
cooking, its delight and rewards. The 
next step, obviously will be to stimu- 
late the wives of these cooks to insist 
that the men wash their own dishes 
and clean up the preparatory mess. 

So far the man in the kitchen has 
confined himself to the entrée, a short 
cake or some other culinary master- 
piece, using practically all the family 
resources in the way of utensils, mix- 
ing bowls and kitchen china, and leav- 
ing it to the women of the family to 
clean up what is usually a dismaying 
mess. If and when, however, it is 
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demanded that he carry through and 
do the cleaning job also, the demand 
for electric dishwashers will soar. 
This, then, seems to be the pattern: 
teach him to cook, and he demands an 
electric range; make him wash the 
dishes, and there will be a boom 
market for electric dishwashers. 


Clean Advertising 


HE article on “Things You Can't 

Do Any Longer In Advertising” 
published in last month’s Mer- 
CHANDISING, was evidently news 
to a great many men in this business. 
The recent legislation and especially 
various court decisions and the rulings 
of the Federal Trade Commission 
have brought about a whole series of 
restraints in advertising copy which 
is all on the side of better practice and 
cleaner competition. 

We have had many requests for 
information on how these rulings are 
applied and how to obtain relief from 
the competition of such outlawed ad- 
vertising. The answer is—go to the 
local Better Business Bureau. Better 
Business Bureaus are set up to inves- 
tigate complaints and make the neces- 
sary representations to the offending 
concern that in most cases brings 
about a remedy. Beyond this they 
will either carry or recommend further 
procedure for relief. They are doing 
a wonderful job and are willing and 
anxious to work toward the elimina- 
tion of bad practice. The recommen- 
dation, therefore, to any retailer who 
is suffering from the competition of 
advertising which misrepresents is to 
consult his local Better Business 
Bureau. 
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EASY SPIRALATOR SPINDRIER No. 9554... EASY- EASY SPIRALATOR SPINDRIER No. 8554 ... Slightly 
matic time switch automatically stops motor when r smaller tub—and without the automatic features of 
washing is finished. Washes in one ee poe oe 4 Model 9SS4. Two-tub construction saves time—removes 


rinses in the other. Exclusive automatic overload switch. water, rinses, blues, etc. in one tub; while you wash in 
Also available with EASY vacuum cup washing action. the other. 


EASY SPIRALATOR SPINDRIER No. 7554 .. . New low-priced Spiralator Spin- EASY SPIRALATOR SPINDRIER No. 6554... All the Spiralator’s ad- 


drier—all-white, beautiful modern design. Spindrier removes water without vantages of extra speed and gentleness—all the Spindrier’s advantages 
squeezing through wringer rolls—no broken buttons, no nipped fingers. Fast of extra safety to operator and clothes—at a new low price $40 less 
Spiralator washing. than ever before. 
t 
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a March and April, 1940, EASY dealers sold more 
EASY Spindrier Washer Models—at $100 to $170— 
than in any similar period for the past 10 years! April sales 
were more than double {121% ahead} those of last April! 


Fast-firing promotion that keeps your sales force supplied 
with new selling ideas—new approaches—new sales clinchers 
. . . backed by a line of washers and ironers that covers the 


entire market—all one top brand—all fast sellers ... no wonder 
But that’s just part of the news. For EASY dealers—unlike EASY dealers are setting new sales and profit records! 
any other group of washer dealers in the entire industry— EASY’s Summer Sales Plans will be released soon. Get on 
have a COMPLETE washer line to sell. A line that not only 


board the EASY band-wagon—so you too can cash in on the 
sells in real volume and at a real profit from $99.95 up—but | EASY program. Write today for details. Easy Washing 
that’s just as “hot” from $49.95 to $99.95! Machine Corporation, Syracuse, New York. 
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John M. McGregor of McGregor, Inc., 
Frigidaire distributor, saw that dealers 
must make a profit, limited the number. 


HEN refrigerator manufac- 

turers decided to pull the plug 

on the mail order chain com- 
petition—reputed by Fortune Maga- 
zine to have gobbled 20.3 per cent of 
the total business in 1939—the result 
was history. 

Still to be written is the story of the 
reverberations this action has set up 
in the dealer and retail salesman 
structure. 

Just as a change of football rules 
suddenly throws out beefy players and 
creates a demand for fast, lighter men, 
so does the change in the refrigeration 
picture call for a change of pace on 
the part of dealers. 

Memphis, Tennessee, is a goldfish 
bowl for this sort of thing. All re- 


Wallace Johnston, town's oldest re- 
frigerator dealer, has spread to many 
other major appliance lines. 


frigerator business is done by dealers, 
the utility being municipally owned. 
Acceptance is about the national aver- 
age, approximately 56 per cent of the 
families being owners. 

For some time the hardest hitting 
sales organizations in Memphis have 
seen a change coming. 

“No longer can one run an ad in 
February, hire a mob of men who 
can sell a few friends in March, 
April, May and June, quit selling in 
July, and hibernate until the next 
February,” a young executive told 
ELectricAL MERCHANDISING. “When 
I first tackled my job we cold canvassed 
in January, February and March. In 
April and May we began to reap, but 
not in proportion to what we had 


Al Cromwell of Lowensteins Department 
Store, likes low prices, “they put ac- 
counts on the books,” he informed us. 


sown. Because while my men were 
cold canvassing some other things 
were taking place. We awoke in May 
to find a dozen other dealers selling 
our same refrigerator. 

“With a high unit sale and a high 
commission, the retail salesman’s oc- 
casional sale compensated him for 
hours spent ringing fruitless door 
bells. With ruthless price cutting and 
discount buying, the grass on the 
promised land of appliance selling has 
shriveled and died. You can’t kid a 
man intelligent enough to sell one of 
these items into doing a $20 job and 
receiving $10 for it.” 

Says veteran P. S. Barnes of the 
Memphis’ Appliance Company: 
“People believe that anything marked 


ALL DONE by DEALERS 
Memphis Light, Gas and Water Division Dealer Appliance Sales Report 


For the Month of March, 1940 


Current Month Year to Date 
This Year Last Year This Year Last Year 
ELECTRIC Unit | Est $ | Unit | || Unit | Et$S | Unit | En 
Sales Volume Sales Volume Sales Volume Sales Volume 

Indirect Lamps.............. ass 468 4,680 | 1,530 10,606 1,263 12,630 3,971 27,829 
Other Portable Lamps............ 726 1,452 714 5,326 1,794 3,588 2,041 15,623 
Lighting Fixtures......... 419 3,353 -A- -A- 1,331 9,317 -A- -A- 

Attic Ventilation... ... NO 12 2,400 5 1,000 24 4,800 5 1,000 
Refrigerators.......... 753 | 131,775 435 80,365 1,486 | 260,050 844 156,049 
ee 21 3,675 23 3,450 69 12,075 57 8,347 
Water Heaters 15 1,650 6 510 31 3,410 10 835 
| 1,366 54,640 | 1,120 67,200 3,273 | 130,920 3,299 197,940 
ee 26 1,560 -B- -B- 90 5,400 -B- -B- 
Clothes Washers... . 152 11,400 152 9,068 433 23,025 392 23,468 
-C- -C- 3 525 -C- -C- 
Vacuum Cleaners Bias 133 4,655 87 4,274 370 12,950 239 11,795 
Space Heaters... . -D- 72 1,080 -D- -D- 
573 2,865 531 3,635 1,678 8,390 1,424 9,605 
Other Heating Devices........... 481 3,367 445 3,586 1,580 11,060 1,367 10,622 
Miscellaneous................... 153 1,530 82 2,908 340 3,400 295 11,676 
Wiking. ... 97 5,820 -E- -E- 323 19,380 -E- -E- 
Total Electric Appliances.......... 5,455 | 234,822 | 5,130/| 191,998 14,160 | 522,000 | 13,944 414,834 
Total Farm Equipment............. 103 6,920 1 125 204 13,680 24 2,661 
Com'l and Ind. Elec. Equip. Sales... 10 4,212 96 32,571 27 14,222 604 71,811 
Total Electric Sales Dollar Volume..| 5,568 | 245,954 | 5,297 | 294,694 || 14,391 | 549,902 | 14,572 549,306 


(A) Included in “* Other Portable Lamps " last year. (B) Included in “ Other Heating Devices" last year. 


(C) Included in ‘* Other Motor Devices "’ last year. (D) Included in “ Other Heating Devices " last year. 


(E) Not reported last year. 


above the advertised price has a long 
allowance for trade-ins and push their 
advantage accordingly. There are too 
many dealers selling refrigerators in 
Memphis. The result is an epidemic 
of long trade-in allowances which kill 
all chances of much profit. We in 
Memphis need a dealer organization 
or something which will hold down 
such abuses. 
“The trade-in situation is another 
fly in the ointment. A good dealer 
will sell around 200 boxes a year. His 
average price will be—although it is 
hard to judge from the present— 
around $165. On 15 per cent of his 
deals he will get an electric in trade, 
for which he will allow around $25. 
On the balance he will receive ice 
boxes, for which he will allow $8 and 
get $1. It all mounts up like this: 
SELL GROSS 


Precur 


FOR PROFIT 
30 trade-in 
electrics 
@ $25.... $750.00 
Cost of over- 
hauling, 
@ $12.... 360.00 
$1110.00 $1410.00 $300.00 
165 ice boxes 
Loss 
@ $8..... 1320.00 165.00 $1155.00 
Loss $855.00 
Nevertheless, Dealer Barnes, an 


old insurance man, thinks the refrig- 
erator business is as sound as a nut, 
if properly regulated. With new 
homes going up, an unexplored R.E.A. 
territory to sell, families getting insur- 
ance windfalls and the like, replace- 
ments, a good future stretches ahead. 

The specialized major appliance re- 
tail operation, with men out working 
on refrigeration in season and nothing 
else is shortly going to be a thing o! 
the past, another veteran Memphis 
dealer said. Because he gave his cost 
of doing business in 1939 to prove his 
point, his name is not printed: 


Direct, sales expense...........---- 
Heat, light, water, power.......... 
Stationery, office supplies........... 
Shop, tools, supplies & device equip- 
Guarantee service 
Miscellaneous sales expense......... 
Maintenance upkeep and warranty... 
Rent 
Taxes 
Advertising & show expense (net 

to us) 
Unclassified expense ..............- 

(audits, legal dues, subscription, 

telephone, travel, contests) 


Wallace Johnston is possibly one 4 
the veteran Memphis refrigerate 
(Please turn to page 32) 
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Memphis Reports Change in Price Gives Advantage to Dealers With Bread and Butter Items 
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Precursor of a new technique in refrigerator selling—the Hollis Garage. One of the wide- 
awake Memphis major appliance operations. 


$300.00 


Loss 
00 $1155.00 


ss $855.00 


irnes, af 
he refrig- 
as a nut, 
Vith new 
ed R.ELA. 
ing insur- 
*, replace- 
res ahead. 
yliance re- 
t working 
1d nothing 
a thing of 
Memphis 
ve his cost 
| prove his 


Eventually you get down to the business of looking for a refrigerator. 


If you want too much for an old ice box and go elsewhere, S. B. Hollis won't ery. 
Refrigerator sales are not a life or death matter with him. 


ibly one of 
efrigeratot 


2) 


Enjoy a bottle of Coca Cola as you look Hollis has a peanut machine to give you 
for kitchen knives at Hollis Garage. a bite to eat while looking around. 


— 


Here's the kind of electric trade-in you will turn in to Hollis on your deal. 


People get paid in premiums for turning in names of prospects who become customers. 
Saves footwork, stops shopping. 


LECTRICAL MERCHANDISING—JUNE, 1940 PAGE 5 


Oil Space Heaters pretty nearly sell 
themselves, says Ted Peters of Grand 
Rapids . . . the trick is to see that they 


stay sold. Here's 


By Tom F. 


OU’LL always scratch matches 
on the seat of a poor 
pants, declares T. J. Peters of 

Rapids, Mich., if you try to 
get rich selling oil heaters as over- 
the-counter merchandise, and don’t 
look after their installations. 

The oil natural for a 
dealer who is afraid of the Big Bad 
mail-order chain 
Ted maintains. 
ing is 


mans 


Grand 


heater is a 
store competition, 
For the job of install- 
that the 
hand dealers is ideally 
and once the heater is put in prop- 
erly, the owner will swear by it. 
And Ted Peters is Old Man Experi- 
ence when it comes to selling space 
heaters, for his firm, the State Dis- 
tributing Company, took 
back in 1937. 

“We overlooked at first one funda- 
mental fact—the oil heater isn’t 
plugged in the wall like a washing 
machine but has to be hooked up 
with the chimney of a home. Now 
that chimney was never built for use 
with a heater. It may be in 
all stages of decrepitude, and even 
at best was intended to handle slow 
burning coal. Oil as you know, is a 
quick burning fuel. 

“If you have ever puddled around 
with high school chemistry, you know 
that in burning fuel oil a certain 
amount of oxygen unites with a cer- 
tain amount of oil to completely oxi- 
dize it, and thereby releases the heat. 
If you don’t get the perfect propor- 
tion of air and oil you don’t get 
perfect oxidation but a lot of by- 
products. I take a piece of scratch 
paper and show my prospects this: 

1C + O, = CO, + 14.500 B.t.u. 

But when you don’t get the air in 
the right proportions and start your 
fire this is what happens: 1C +O= 
CO + 4.554 B.t.u. 

In short, when not burning your 
fuel oil correctly you are losing more 
than two-thirds of your heat, and 
sending a lot of carbon monoxide: up 
the chimney. You are getting the 
interior of your stove insulated with 


something close-at- 


fitted to do, 


them on 


Space 


PAGE 6 


how he does it 


Blackburn 


excessive carbon which in turn cuts 
down some more the amount of heat 
that radiates in the room. The job, 
which may be the best in the world, 
goes from bad to worse, simply be- 
cause of a punk installation. 

For this reason, Ted Peters main- 
tains, a dealer has no business sell- 
ing oil heaters unless he is willing to 
go out and personally supervise the 


installation, charging from $3 to $5 
for it. When people put the space 
heaters in themselves, the installa- 
tion may be faulty. When George 
Van Den Bosch and Frank Veverka 
go out to make an installation they 
take along a draft gage, poke a hole 
in the chimney and see just how 
much draft the customer has. The 
average chimney will pull from 4/100 


to 5/100 of an inch. It takes around 
6/100 to get the proper action out 
of an oil heater. So regardless of 
the setting given to the heater by 
the factory, the boys proceed to open 
it up and balance the oil and air 
consumption until it is in line with 
the draft. 

This done, George takes out an- 
other gadget, called a Flu-rite, and 


Over at Mrs. Walt's, George Van Den Bosch goes to work. 


Ted J. Peters was used to appliances that plugged in when 
he took up oil heater selling. 


analyzes a sample of the flue gas. 
This tells him whether the proper 
combustion is actually taking place. 
Once the oil heater is balanced to the 
particular chimney, it will never need 
any more service, George explains. 
Incidentally he avoids connecting an 
oil heater up with a fireplace chim- 
ney much as the devil avoids holy 
water. The flue is too big and the 
only thing that can be done is to run 
a stove pipe up the chimney. 

“On our local installations we only 
had 12 service calls in 1939 and in 
every case the customer had either 
moved his oil heater to a new chii- 
ney or was using the wrong 0il, 
George told Execrrica, MercHAN- 
DISING. 

The oil heater makes a pretty pic- 


JUNE, 1940—ELECTRICAL MERCHANDISING 


ture W 


ing, E. 


state 
ing, 
the ch 
der t 
In wa 
ad, ‘\ 
you a 
reply. 
mly f 
heat y 
away 
proper 


ers g 
luxury 
the m 
somet 
stove. 
people 
ld st 
has h 
‘Let’s 
heater 
Bei 
prosp 
Temat 
coal 
take 
Th 
that 
cent 
use I 
De 
Hate 
like 
store 


ELEC 


14 
a0 
A , a | 
“Fu 
: try ha 


a 


vork, 


vhen 


e gas. 
proper 
place. 
to the 
r need 
plains. 
ing an 
chim- 
holy 
id the 
to run 


e only 
ind in 
either 
chim- 
g oil, 
CHAN- 


Here he is checking the draft in the correct way. 


ture when it comes to step-up sell- 
ing, E. Lee Milligan, who travels the 
state of Michigan for State Distribut- 
ing, explained. “You can advertise 
the cheapest model you have got in 
der to compete with the chain stores. 
In walks Mr. Customer waving the 
ad. ‘What size house have you got?’ 
you ask him. ‘Five rooms’ is his 
reply. That bargain-priced heater is 
mly for a two-room place. It won’t 
heat your house for you. So right 
away you are stepping him up to the 
proper sized job without a peep out 
him. 

“Fully half the houses in this coun- 
try have no furnaces. Oil space heat- 
ers give the poor man a touch of 
luxury, the pleasure of getting up in 
the morning in a house that is cozy, 
something impossible with a_ coal 
stove. Most leads originate when 
people discover that the grates in the 
ld stove have cracked or something 
has happened. Mom says to pappy, 
‘Let’s look over one of those new oil 
heaters.’ ” 

Being a new item, virtually every 
prospect confronts the dealer with a 
remark like this: “We burn so much, 
coal a winter—how much oil will 
take with this?” 

The right answer is to tell them 
that the cost will be about 10 per 
cent more than coal and they should 
use No. 1 fuel oil. 

Dealers in the State’s territory, like 
Hatch and Beher of Lyons, Michigan, 
like to start a heater going in the 
store with one elbow and one length 


of stack, with the draft turned low. 
The whole affair is just like a great 
big lamp. Customers come in on a 
brisk day and warm their hands over 
it, and get a good sample of its heat. 
Turned low, it does not let loose 
enough carbon dioxide to bother any- 
body. 

Customers, Ted Peters says, are 
sold on the cleanliness, the even tem- 
perature and listen well to the story 
of how “mean line” temperature helps 
prevent sickness due to cold in the 
house. 

Dealers are especially coached on 
the inadvisability of giving too long 
terms. Most of the population that 
buys oil heaters are renters and move 
about. A dealer can safely make an 
eight-payment proposition in Septem- 
ber. He should cut it down to six or 
seven payment with November, and 
if he sells in February or March he 
has to have a pretty sweet cash pay- 
ment. Otherwise, with warm weather 
the customer tends to spend his cash 
somewhere else, and before long Mr. 
Dealer has a revert on his hands. 

“Let me drum home why I believe 
that proper installation is so import- 
ant,” said Ted Peters. ‘Most heaters 
as you know, are sold in the fairly 
warm early months of fall. They don’t 
have a real test until the bitter winter 
weather arrives. Many a dealer can 
go out and sell a bunch of autumn 
orders, and think the deals are all 
cut and dried. Wheén*a**cold snap 
arrives, he is amazed at the way they 
revert if not properly put in. This 
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Note the perfect installation—not the slightest smoke at any time. 


delayed kick-back is quite a shock. 
It won’t happen if the installation is 
properly done at the right time.” 
The season isn’t nearly so short as 
most oil heater dealers imagine, says 
Mr. Peters. Distributors are selling 
dealers all through the summer up to 
October. They are making deliveries 
of merchandise in August. State Dis- 
tributing Company conducts schools 
for dealers and installation men all 


season long. The dealer must have 
the proper equipment and know how 
to use it. Otherwise, no soap, as a 
dealer. 

“The oil burning space heater busi- 
ness is in approximately the same 
position as the electric refrigeration 
industry was back in 1928,” declares 
Ted J. Peters. “At that time the in- 
dustry had developed a whole lot 
faster than capable service and instal- 
lation men necessary for their proper 
installation. I believe the new devel- 
opments in the space heater field 
which you will see this year will in 
a partial way overcome the condition 
that is now prevailing. But here 
again the man installing will have to 
be trained to a higher degree be- 
cause he will have to know about flue 
gas analysis.” 


The oil heater is like a lamp—not 
properly handled it wastes oil and 
soots up everything. 
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Salesmen are discouraged from selling low-price refrigerators by receiving 


no commission. These units, however, 


OW would like to hear 
about a dealer whose sales- 
men work so hard he has to 


you 


force them to knock off for a day 
occasionally and go fishing? Men 


who work as hard in the evening as 
they do in the daytime and wouldn't 
swap jobs with any other dealer in 
? 

No kidding. 

There’s been reams of stuff written 
about the retail appliance salesman— 
how to hire him, how to train him, 
how to supervise him and how to pay 
him. And there’s where 
come to grief. 


most deal- 
ers 
In last month’s issue of this maga- 
zine, Ernest C. Hastings wrote the 
second of two articles on the subject 
of paying salesmen. Depending on 
the type and size of the business, 
he analyzed, from facts supplied by 
dealers themselves in a national sur- 
vey, the methods currently in vogue 
for paying salesmen, These included 
straight commission, commission with 
drawing account, straight salary, and 
salary plus commission. Under the 
latter method of payment—salary plus 
commission—the article concluded: 
“Attracts the most alert and ag- 
gressive salesmen in the industry. 
They stick with one concern and be- 
come a real part of it. They have 
an average yearly income of around 
$1,800; economical and profitable sell- 
ing when intelligently directed.” 
Well, this dealer we want to tell 
you about uses the salary plus com- 
mission method—with trimmings. He 
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count towards their monthly quota. 


operates in an eastern city of about 
150,000 population and prefers that 
his name be left out of the story 
because his methods, which have been 
highly successful, would be promptly 
borrowed by his competitors. 


A few years back he was in the 
piano and music business and had 
five stores in various towns which 
he operated with his partner. Two 


of the stores would make money, he 
says, and three would lose it giving 
him a poor mathematical chance of 
staying in business. Mathematics 
won out and he quit. Now, for the 
past five years, he has been in the 
appliance retailing business with one 
impressive store and a complete line 
—refrigerators, washers, ironers, gas 
and electric ranges, radio, cleaners, 
small appliances and what have you. 
Refrigeration is his big interest at 
the moment. 

He started with $1,000 and today 
has an $80,000 equity in the business 
which grossed $135,000 in 1938, $167,- 
000 in 1939 and is expected to hit 
$200,000 or close to it in 1940. It 
would appear, then, that our friend 
knows his appliances. 

And now we get down to the crux 
of the matter—how he does it. 

In the first place, our friend says, 
you must advertise. Not just once 
in a while but all the time. He spends 
two per cent of his gross sales on ad- 
vertising along in addition to the coop- 
erative advertising which the manu- 
facturer and the distributor chip in 
on a 50-50 basis. Advertising is so 


Would you pay a salesman $250 a 


month? Here is the case history of a 


dealer who is doing just that—and his 


volume this year will be about $200,000 


important, he says, that it is one thing 
you can’t afford to delegate responsi- 
bility for. “Look!” says he, and 
pulls out of his coat pocket a bunch 
of ads clipped from here, there and 
everywhere. 

“In advertising you have to have 
ideas. I take a lot of newspapers— 
including New York papers with de- 
partment store space—and whenever 
I see a good idea I clip it and write 
one like it for my business. I’ve had 
people come in who said they saw my 
advertising over a year ago and kept 
it in mind for the day when they 
would be out shopping for a refriger- 
ator or a washer. If the utility is 
running a campaign on ranges, I run 
‘em, too. If a manufacturer is taking 
space in the big magazines, I watch 
for the date of publication and run 
my own copy on the same day. I 
advertise to my customers with en- 
velope stuffers and direct mail. I 
write personally to those customers 
who have just paid up a contract on 
an appliance. The customer appre- 
ciates it and feels that you take a 
direct interest in the sale. It’s all ad- 
vertising.” 


And now for the matter of sales- 


men. Next to advertising, the con- 
trol and payment of retail salesmen is 
the biggest factor in the volume and 
profit of the business. Our friend is 
satisfied that he has found the an- 
swer to the whole problem of sales- 
men—see that they make money and 
are proud of their job. 

If it is an argument you are look- 
ing for as to the relative merits of 
straight commission and salary plus 
commission, he can answer that one 
because he has both kinds: Three 
salesmen are paid a salary plus com- 
mission and do, roughly, 75 per cent 
of the selling; two salesmen are paid 
on a commission basis only and do 
about 25 per cent of the business. 

The three men who do the major 
part of the selling are paid a straight 
salary of $30 a week. In addition, 
they are paid a 2 per cent commis- 
sion on all sales made. In addition 
to that, they are given a quota of 
$4,000 a month and a bonus of $25 
if they make their quota. And, for a 
still further addition, they are given 
an additional bonus of $5 for every 
$500 they exceed their quota. And 


then comes the snapper: high man 
for the three producers for the month 


Advertising is so important, says this dealer, that it cannot be delegated. 
Clipping big city advertising gives him plenty of ideas and then he goes 
ahead and lays out his own ad. 
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By 
Wray 


Laurence 


; given a prize amounting to about 
3 in merchandise, clothing or some 
seful product. This prize is changed 
nce a month but generally it is stip- 
lated that it must be in clothing. 
Vhy? An appliance salesman should 
» well-dressed. You can buy a new 
uit for less than $35, or a top-coat 
a whole slew of shirts, socks, 
nderwear and other accessories. The 
ss isn’t interested in what they buy 
they are the best judge of what 
y most need. But it’s got to be 
thing. And the psychological proc- 
s which takes place when the top 
in for the month comes in with his 
ew suit does more to stimulate riv- 
ty than any other one thing. 
All right, let’s take a quick look 
: the high man for the past month. 
Here’s the way the thing figures out: 
On a quota of $4,000 for the month, 
e salesman actually sold $6,000 
vorth of appliances. He earned 
ereby $285 plus a merchandise or 
lothing prize of $35. 


<= 


Balary $120.00 
ommission (2%) 120,00 
pnus for reaching quota 25.00 
pnus on excess of quota 
($5 for every $500) 20.00 
erchandise prize 35.00 
$325.00 
It's hard to realize that you are 
niking about appliance salesmen’s 


vlaries when you look at the above 
fgures. Leave out the merchandise 
prize and the top man is seen making 
:monthly income of $285. Is this 
usual with this dealer’s men? No. 
Somewhere between $200 and $250 is 
erage for the year round. Is it any 
mder that the boss has to send the 
hen out once in a while for a round 
igolf or a day of fishing to see that 
hey don’t work themselves into an 
arly grave? 

Once analyzed, the thing is simple. 
The $30 a week salary means that 
he salesman has a steady job and all 
he self-respect that goes with it. 
‘tom the management side it means 
hat he is amenable to whatever di- 
ection and control is deemed neces- 
ary. The men work in the store 
or half a day and outside for the 
mainder of the time. There is no 
uch thing as a territory. Whoever 


among them gets the name of a pros- 
pect registered has a kind of lien 
on the property for the space of a 
month. If nothing happens during 
that time, it is open season on the 
prospect. 

There is no such thing as filing 
prospect’s names—within reason. One 
of the silliest practices in the appli- 
ance business, says our friend, is to 
buy a lot of expensive filing cabi- 
nets and proceed to fill them up with 
prospects’ names. It’s an old sales- 
man’s trick, too. It makes him look 
busy and important and gives him 
the impression that he’s doing a lot of 
work. Actually, prospects’ names are 
as good as dead and buried from one 
week to one month after they have 
been collected. Throwing them back 
into the stream avoids a lot of argu- 
ments about who first filed a_pros- 
pect’s name and who should get the 
credit for a sale if a name happens 
to turn up in the file when a sale is 
consummated. 

So far so good. Granted then that 
the man makes $30 a week salary. lf 
he hits his $4,000 quota for the month 
he has automatically doubled his sal- 
ary from a commission standpoint and 
earned himself an extra $25 in doing 
it. From then on it is gravy and a 
dog-fight between the men to see who 
gets the prize and a possible $15 to 
$25 more in extra bonuses for busi- 
ness over the quota. Naturally, they 
are going to work nights if neces- 
sary. If you show a man how to 
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Smart psychology is the monthly clothing prize of $35. 


The other salesmen are more impressed by a new suit 
than by a disappearing check. This is a high man prize: 


make money—and he has already got 
something to start with—hell or high 


water isn’t going to stop him. And 
from the management attitude, the 
more the salesmen make, the more 


the business makes because the vol- 
ume is paying for it. 

Here’s another way the thing works 
out. Take low refrigerator prices. 
Right now, the salesmen of this outfit 
are good enough to see to it that the 
lowest price refrigerators are com- 
monly sold are in the $139.50 bracket. 
But there’s a reason: on the lowest 
price box in the line—114.75—no 2 
per cent commission is paid. If, how- 
ever, an occasional sale is made at 
that figure it counts towards the 
salesman’s quota. And so, while they 
steer clear of the cheap business from 
an earning standpoint they won’t lose 
any sales because there is still a 
chance to make something on the bo- 
nus. But it is putting the screws on 
where it counts and you can’t do that, 
we were told, unless you first pay the 
men a salary. The commission man 
will take the line of least resistance 
and suffer—in his own pocketbook. 

Another thing: you would think that 
with the intense rivalry that must 
exist between men to get business 
inasmuch as bonuses, commissions and 
prize all count toward the eventual 
result, continual arguments would re- 
sult as to the final closing of a sale. 
But here—because the men are paid 
a salary and are first working for 
the company, it is not an uncommon 


thing to find the t. o. method being 
employed. Often it is the boss to 
whom the customer is turned over. 
But there are plenty of instances 
where it is another salesman who 
gets the call. 

The commission men in this set-up, 
incidentally, are on that basis until 
they prove they are good enough to 
bring in enough business to warrant 
them being put on the salary, com- 
mission, bonus and prize basis. The 
fact that they are responsible for only 
25 per cent of the business proves 
pretty conclusively that commission 
alone is not sufficient inducement to 
make a producer of a man. 

And the final word on this particu- 
lar set-up which is producing plenty 
of results for our informant is that 
there must be rigid honesty on the 


part of the management in order 
that the conditions are carried out. 
Too many dealers resent the fact 


that a salesman is making a decent 
income; too many dealers are apt to 
chisel the credit away from a sales- 
man once he has initiated a sale; too 
many dealers have the notion that 
their selling expense is running away 
with their profits when what they 
actually mean is that they haven't 
the volume of business to show a 
profit on. 

That was the parting shot of a man 
who has proved that it can be done if 
you play ball with the men who are 
responsible for bringing home the 
bacon. 


4 
/ 
) 
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HEY 


in Missouri 


tell about a fellow down 
who went out to 
but didn’t get any- 
found everybody had 


sell noses, 


wher e, as he 


Once everybody has one—be it any 
luck 
around. 
without 
For the 
which the Bible 
will catch you flatfooted. 

Mathematically, there must be some 


appliance—and you are out of 
until replacement time rolls 
And if you made your sales 
iny profit, it’s just too bad. 
lean 


seven years, 


sp ike of, 


ratio between the rate of depreciation 
of an appliance and the price at which 
it must be The time lag—the 
cost of staying in business—apparently 


sold. 


long 
haired economists who go around writ- 


is never appreciated by those 


ing books about the virtues of fast 
turnover and low prices. 
When an oculist gets $18 to $20 


for a pair of spectacles from yon, that 
doesn’t represent actual 
f those two chunks of glass and the 
wire frame 


money cost 
That prices covers the 
8 to 10 vears until 
you buy another pair, and is your 
share of keeping that dealer in busi- 


cost of waiting 


Let us analyze the village of East 
Bicycle of West Nosebleed as an 
ironer market. Either has a popula- 
tion of 5,000—around 1,000 homes or 
prospects. Once you sell.a family an 
ironer, it is off your list until 10 or 
15 years pass. If you give it to them 
profitlessly, brother, you’ve sold your 
birthright for a mess of pretty thin 
pottage. 

The ironer is an item that cannot 
be distributed cheaply. 
eral good and sufficient reasons: 

1. You can sell it only to families 
who have three or four members, 


Here are sev- 


and 
who have enough money to buy. This 
limits the number of prospects 

2. Every dealer must have a dem- 
onstrator, and this costs money. 

3. To 
ing schools, 


succeed run iron- 
much as the Singer Sew- 


ing Machine (¢ 


you must 
company trains custom- 
ers, and these are expensive. 

4. You must a demonstration 
in the home, and this cannot be done 
for buttons 


give 


Here is a composite of the sales 
cost to a dealer on putting over one 


ironer deal: 


Cost of delivery $1.50 
Cost of demonstration 2.50 
Pro rata share of direct mail cost 50 
Pro rata share of co-operative adver- 


tising 2.50 
Commission to salesman 10.00 
Total expense of ironer sale $17.00 
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This is just a sample of the kind of crowd an ironing demonstration can attract. 


This winter G. W. Carah of the 
Ironrite Ironer Company sent out a 
questionnaire to a lot of old customers. 
He offered them a sewing kit free if 
they would fill out the blank. It did 
not matter what the customer said, and 
they were getting paid for it anyhow. 
Consequently, since it was a business 
deal Mr. Carah got a pretty fair pic- 
ture of the customer’s mind. 


WHERE IRONER LEADS 
ORIGINATE 


Replies from 461 Owners 


32 saw the newspaper adv. of a dealer. 
100 saw an ironer in a dealer's store.’ 
20 saw an article or advertisement in a 
magazine, 
263 bought because a friend or neighbor 
recommended theirs. 
62 bought because a salesman called. 
5 got the idea from the radio. 
9 leads originated from literature. 
72 came from miscellaneous sources. 
211 were sold by demonstration. 


Good old demonstrations, the back- 
bone of the business! They cost money, 
but they get business. Even the 263 
who bought friend or 
neighbor liked theirs are outgrowths 
of demonstrations, which started a 
widening circle of ironer education in 
the neighborhood, like circles spread- 
ing from a rock tossed in a pool of 
water. 

Further analysis of comments made 
on the questionnaire as to real reason 
for buying stress two points: 1. Time 


because some 


saving with laundry. 2. Comfort of 
being able to iron sitting down. A 
reading of them in the original shows 
that dealers are amiss in using their 
users, and are overlooking a lot of 
business : 

1. “I had no intention of buying an 
ironer. Salesman called, left literature. 
I saw several ironers demonstrated be- 
fore making my choice.” 

2. “I always detested ironing and 
never was caught up, especially with 
the Mister’s shirts. My friends al- 
ways turned out a laundry twice the 
size of my work in half the time. 
Ironing is a pleasure now.” 

3. “I was looking at a washing ma- 
chine and then I saw your ironer and 
I asked Mr. Harry Quintes about it 
and he said he would put one in my 
home. And of course I used it and 
found out how much easier and better 
ironing was, and of course I didn’t let 
it go out any more. I have a family 
of six boys and three girls and live 
on a farm. Now I can do my ironing 
and am not tired. It is wonderful and 
I have time to myself because you 
don’t get tired and can do it in less 
time. I used to get blue when I 
looked at all the shirts and trousers but 
not any more.” 

4. “Some years ago I had a demon- 
stration in my home. I hurt my finger 
and was off ironers for a while. I 
am lefthanded. I love my _ present 
ironer. I don’t always do my own 


ironing, but I can do a shirt about 
95 per cent perfect on my ironer in 
7 min., which is the supreme test.” 

5. “My neighbor irons shirts, linen, 
ruffles, pleats, presses. That sold me.” 

6. “I suddenly lost the finest laun- 
dress and couldn’t find another. Really 
an ironer takes her place. I iron all 
the men’s shirts, about 20 a week. My 
ironer cuts my ironing time in halt 
and saves my feet which bother me a 
lot. I weigh 200 pounds and get very 
tired standing to iron.” 

7. “We purchased an automatic 
washer and my husband could not see 
any point in saving time in washing 
and then spending a whole day ironing 
by hand iron, so it was his idea.” 

8. “Since I used your ironer it takes 
me just 10 min. to iron a shirt.” 

9. “I like the size, too, for I have 
a rather small kitchen but it fits in 
and answers the purpose of a table.” 

10. “I was very tired from ironing 
one day and decided to go out and get 
a machine and save myself time and 
energy.” 

11. “I keep 13 students and have 4 
family of seven. I could not possibly 
get along without my ironer.” 

12. “I have six roomers and board- 
ers and do my work alone. Wash 
and iron for ten. The ironer is one 
of my investments [I would not part 
with. It is a pleasure to sit down 
and do my ironing after doing ‘he 
rest of my work.” 
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13. “Let me add that my ironer cuts 
my ironing time in half and is worth 
its price by saving my feet. It costs 
very little to operate.” 

14. “I ironed a crocheted bedspread 
n your ironer in 25 min. which used 
to take me 12 hours.” 

15. “Any woman can wash a whole 
vasher of shirts while you are iron- 
ing one, that’s why a woman needs to 
sit down to a big ironing. It is the 
lowest and hardest part of the house- 
vork. I have nine long lines of 
lothes every week and my ironer has 
heen a godsend to me as I am not 
very strong.” 

16. “On my first week’s wash I 
roned all flatwork including shirts, 
nd pants, and find it very simple to 
perate and easy to handle; as I have 
very large washings I know it to be 
1 work saver as my health is not 
good.” 

In viewing the ironer business as 
it exists today with many dealers and 
their salespeople, they are reluctant 
i approaching an inquiry on the store 
floor because, in many cases, they 
lave had the experience of inefficient 
merchandising of Ironers: first, due to 
the fact that the dealer and salesman 
have not had sufficient education on 
ironer selling, the problems of hand 
ironing, the important need of an 
ironer and how definitely a good ironer 
vould answer this important need. 

From experience, we have found 
that the salesman will make excuses 
‘8 to why he does not have an ironer 
lisplay, or he will make excuses of 


Certain rules must be followed in 


pioneering an unsaturated market 


By Elmer A. Sander, ss. touis 


why he cannot demonstrate the ironer 
to prove its performance, or the sales- 
man will not have sufficient confidence 
in the fact that the ironer will iron 
everything that is washable, or he is 
not acquainted with the approaching 
questions that a prospect may ask him 
as to the purchase of an ironer. 

A New Jersey woman proceeded to 
give some detail about her purchase of 
an ironer. In the middle of August, 
1939, she mailed cards to 17 dealers 
in appliances in nearby towns, asking 
if they dealt in ironers and for terms 
and prices. “From the 17 I received 
several replies,” she said. “And | 
think you would be glad to learn the 
various degrees of attention my re- 
quest got: 

Dealer No. |. He was in a contest and 
tried to high pressure us into buying one to 
help him. We do favors for no salesman if 
- product is no good. That eliminated 
im. 

Dealer No. 2. He sent two letters with 
literature and prices on two ironers. No 
follow-up. 

Dealer No. 3. He sent two letters with 
literature and prices, plus a personal letter 
thanking me for my interest and suggesting 
a demonstration in the showroom. No 
follow-up. 

Dealer No. 4. Mr. Blankfield called three 
days after the card. He knew the ins and 
outs of what | wanted to know. We spread 
his literature and all the other literature 
out on the table, and just from comparing 
literature he knocked every other machine 
down. 

Dealer No. 5. He called nine days later 
to say they had no ironer on hand. No 
follow-up. 

In the experimental Laboratories of 
the Ironrite Ironer Co. it has been 
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found, from careful study, that a 
woman is lifting 258 lbs. of weight in 
ironing one shirt with a hand iron. 
She is lifting approximately one ton 
of weight per person for each person 
she is ironing for in her family—she 
is pushing a hand iron approximately 
one-half mile for each person she 
irons for and, I am sure, with these 
thoughts outlined to any prospect, 
along with the fact of taking a 
woman off her feet while ironing, and 
the advices of many doctors to women 
to stay off their feet to cure many 
aches and pains and ailments, that 
this ironer story, properly analyzed 
and brought to the attention of the 
home maker today, should undoubt- 
edly show real reasons why they can- 
not afford to be without an ironer. 
Of course, this cannot be accomplished 
without delivering this message to the 


Demonstrations keep 

the crowds coming in 

and are the most effec- 

tive way of closing 
sales. 


Elmer A. Sander clos- 
ing a deal in his trailer. 


masses of interested iron buyers, and 
so it will be necessary to do what we 
are doing today: Delivering these 
messages on sidewalks in front of 
dealers’ stores, in the department 
stores, at the Home Shows, the Fairs, 
and every community gathering, as 
we are certain that this is making 
available an unlimited number of pros- 
pects who, when acquainted with the 
facts and seeing the performance, will 
purchase an ironer now rather than 
put it off for the future. 

We believe, from the experience 
of our territory, that if the distribu- 
tor and the dealer will approach this 
unusual and attractive ironer market 
by first selecting a good ironer from 
the standpoint of quality, features and 
performance, and then arrange to 
carefully approach his territory and 
community with the question of “How 
do you do your ironing” and then 
qualify the individual as to the need 
and the ability to buy, and then ap- 
proach this prospect with the thought 
of “trying the ironer” on her next 
ironing day, omitting the word “Dem- 
onstration” as we have found a demon- 
stration has been looked upon by the 
majority as a method and means of 
selling and, inasmuch as many pros- 
pects, who have no thought of buying 
the ironer at the time of contact, will 
certainly arrange a purchase when 
realizing what an ironer will do. The 
more you demonstrate the ironer in 
the home the more sales you will get. 
We believe, from our experience, that 
if they will try it—they will buy it. 
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Exterior view of the rural electrification 
laboratory at Jackson's Mill, W. Va. Not 
particularly imposing from the outside, 
see other pictures of the interior. 


TEACHING 


sales room; an experimental 


center, not a 


laboratory, not a commercial 
enterprise.” 
West Virginia's 
} 


Doratory 


rhat’s rural 
constructed 


agricultural extension 


new 
electrification la 


by the state's 


division and electric utilities at the 
nationally famous Jackson’s Mill 
Four-H camp to provide a_ place 
where agricultural leaders and utility 


representatives might join in studying 


ways and means of making electricity 
work efficiently on the 


farm and in 


the farm home and where they might 
impart this knowledge to Farmer 


Jones, his wife, and the youngsters. 
Dedicated early in 


first 


April, the new 


building is the demonstration 


center of its kind in the country 
erected through the joint efforts of 
utilities and extension workers and 


furnished with the cooperation of elec- 
trical appliance and equipment manu- 
facturers 


folk the 


omies, and efficiency 


Its job is to teach the farm 
uses, features, operating econ- 
of electricity and 
electric applications Trained home 
economists and men skilled in the use 
farm machinery comprise 
1e staff of the laboratory to explain 
and to 
the thousands of 


its features teach classes for 


adu 


throng to the 


ts and youths 
built on 
“Stone- 


who camp, 


the site of General Thomas 


wall” Jackson’s boyhood home, for a 


five-months’ series of meetings every 
summer 

poratory 


Brietly, the la contains an 
auditorium seating 250 persons, a 
i and 
tour complete electric kit- 


i nutrition kitchen, an electric 


lighting demonstration room 


Classroom, 
chens, 
with three 


laundry centet complete 


laundries, and an electric “farm” in- 


cluding a dairy center, a poultry cen- 
ter, a farm workshop, a “barn” with 


its feed 


grinding and mixing equip- 


ment, and miscellaneous appliances 


and machines ranging from water sys- 


tems, an all-purpose farm refrigerator, 
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One section of the laboratory auditorium 
with A. N. Argabrite, vice president of 
the Appalachian Power Company, speak- 
ing. Note electric kitchen background. 


forge and an electrified 
grindstone to cattle clippers and an 
old coffee mill powered with an elec- 
tric motor. 

The project is truly a “working lab- 
oratory that is meant to be worked 
in.” Every appliance and every ma- 
chine is displayed in operation. Camp 
visitors may cook their meals in the 
electric kitchens and wash and iron 
their clothes in the electric laundries. 
They may experiment with lighting, 
shades, fixtures and proper wiring in 
the lighting demonstration room. They 
may sharpen their scythes on the elec- 
trified grindstone, shell corn in the 
corn sheller, cool milk in the milk 
make ice cream in the ice 
cream freezer, actually pump water 
with the water systems, grind feed in 
the feed grinder, brood chicks in the 
electric brooders, and do a bit of 
woodworking in the farm shop. 

Most leading equipment manufac- 
turers are represented in the Jackson’s 
Mill displays and a single kitchen may 
contain the products of a dozen differ- 
ent firms. Equality of display is a 
feature of the laboratory arrangement. 

The main auditorium stage contains 
kitchen, 


an electric 


cor ler, 


a complete 


primarily for 


One section of the laboratory's dairy center, with the milk 
cooler, aerator, sterilizer and some churns displayed. 


demonstration work 
groups and classes. 
cipal “working” kitchens include a 
“U”" type model, which con- 
structed to show how a family may 
take an ordinary farm kitchen, and by 
careful planning, turn it economically 
into a modern work center; a common 
“L” type kitchen; and a “parallel 
wall” model. All of the kitchens are 
complete with cabinets and convenient 
working surfaces and represent the 
type of kitchens which are suitable for 
West Virginia’s farm homes. 

There’s a behind this “U” 
type kitchen, for a glance at it will 
convince one that it is perhaps not as 
elaborately planned as the others, that 
it lacks some of the “fine touches” and 
appliances, that economy has ruled in 
its modernizing. And that’s right, 
for by removing a bit of inexpensive 


before large 
The three prin- 


story 
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remodeling and the appliances you 
reveal the typical unhandy, jumble! 
kitchen in the average farm hom 
before the coming of electricity. 

Yet, with a definite plan of modern- 
ization that calls for the building 
inexpensive wall and floor cabinets 
the dressing up of the old sink and th 
addition 
kitchen 


becomes a work center any 


farm wife would be proud of. Labor- 
atory staff members are quick to poim 
remodeling, ex- 


out that the entire 
clusive of the appliances, might ) 
done in wood for about $125, whil 


more expensive steel and other pr 


ducts could be used if the farm family 


could afford it. 
To illustrate the development of th 
shabby old farm kitchen into a moder! 


work center, the laboratory staff use: 


small wooden models, built to scale, 


The electric kitchen on the stage at the rural electrification 
laboratory auditorium at Jackson's Mill, W. Va. 
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West Virginia's new rural electrification laboratory pro- 
vides a meeting ground for agricultural and utility men in 


bringing the story of electrical modernization to the farm 


By William M.Corwin 


Monongahela System, Fairmont, W. Va. 


every bit of equipment, cabinets, sink, 
working surfaces, and appliances, to 
build up, step-by-step an outline of 
modernization. Year by year, appli- 
ance by appliance, improvement by 
improvement, the process is carried on 
just as it might be done in the actual 
homestead. 

And what do the sponsors hope to 
gain from this unique laboratory pro- 
ject? First of all, the extension 
workers. The Jackson's Mill labora- 
tory, woven into the camp life of one 
of America’s outstanding adult and 
youth training centers, represents a 
solution to the extension problem of 
a place to help the 20,000 West Vir- 
ginia rural families who have received 
electric service in the last five years— 
to help them use that commodity more 
efficiently and to take advantage of its 
many applications in building a more 
profitable agriculture, in relieving 
drudgery, in promoting convenience, 
in short, promoting “farming for 
better living.” 

To the utilities, the laboratory rep- 
resents a “selfish”  investment—an 
investment in promotion of their 
services—and while they are proving 
through actual demonstration _ that 
electricity does “do it better” on the 
farm and in the farm home, they are 
“selling” those farm families on the 
value of electric service and are mak- 


The lighting demonstration room and class room. 
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ing of 
users.” 


their customers, “satisfied 
Too, much impetus will be 
given to rural electrification from the 
standpoint of line extensions, for 
camp visitors who do not now have 
wired homes and live near already 
existing lines, are apt to be just a bit 
covetous of electricity’s advantages, 
and sooner or later that want will 
become a reality. The preliminary 
training in proper wiring and in selec- 
tion of appliances to fit the individual 
farm needs will save a lot of trouble 
when the service entrance to the farm- 
stead is “made hot,” for an informed 
customer is always a better customer. 


1940 


Deep and shallow well water systems on display. 


Right: The electric 
laundry center con- 
taining three com- 
plete laundries. 


All in all, though, the laboratory, it 
must be admitted, means more kilo- 
watt sales to the utilities. 

If a picture is worth 1,000 words 
and an ordinary demonstration is 
worth 10,000, then an actual “use 
demonstration” such as farm folk may 
experience at Jackson’s Mill should be 


| 


The "U" type kitchen—the result of some inexpensive and 
clever re-modelling of “Just an ordinary" farm kitchen before 
the coming of electricity. 


The "L" type of modern electric kitchen as displayed at the 
Jackson's Mill rural laboratory. 


worth 100,000. What better selling 
argument does a manufacturer need 
than such a demonstration? And 


while never a word may be said at 
Jackson’s Mill about the merits of this 
or that refrigerator, the handiness of 
that range, or the little added 
“wrinkle” on this piece of woodwork- 
ing equipment, still the order blanks 
from Podunk and Jones Crossroads 
will be evidence to the equipment 
manufacturer and dealer that the 
Jackson’s Mill rural electrification 
laboratory is doing a job of merchan- 
dising and doing it well. 

Jackson's Mill opens a new field of 
cooperation between utility, extension 
division, and equipment workers, a 
field guided by private initiative and 
by private enterprise in selling elec- 
tricity’s advantages to the farmer. 
The laboratory will never be finished 
—can never be finished because it is 
dedicated to progress in rural elec- 
trification. It is to be the state’s liv- 
ing, changing example of what’s new 
in electricity for the farm in the 
World of Tomorrow. 


| 
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Light Leads the Way 
SALES 


"Consumers in the low-light-using group make meager use of appliances 


they own . 
shut down for the winter... 


SKED if he would trust a man, 

A Thaddeus Stevens once leered 

and replied, “I don’t think he 
would steal a red hot stove.” 

Some such philosophy as this satu- 
rates sales managers’ thinking 
when they contemplate the low income 
market gr They don’t trust it. 
They have no faith in its ability to 
buy or its likelihood of paying out. 

To scratch the surface of this group 
and find what is really there has been 


many 


up. 


. - A phone survey showed out of 219 refrigerators, 135 were 


the task recently of Arthur Hunting- 
ton of the Iowa Electric Light & 
Power Company, Cedar Rapids, and 
one of the deans of the industry. Not- 
ing the persistence with which a num- 
ber of minimum bill customers per- 
sisted year in and year out, the utility 
decided to make guinea pigs out of 
half a dozen small Iowa towns and 
attempt to discover just what made 
them tick. 

The net of the whole project seems 


to turn out something like this: Elec- 
tricity is habit-forming. People who 
get accustomed to using it blossom 
into prospective customers for many 
appliances. Otherwise they straggle 
along spending their money for some- 
thing else. 

“The ticklish part of our work was 
to discover just whether these mini- 
mum bill groups had the money to 
buy anything,” Arthur Huntington 
said. “I suffered the indignity of hav- 
ing old maids slam up the telephone 
receivers on me and say that the in- 
quiries were none of my business. We 
took our list of minimum Dill cus- 
tomers and went over them with mer- 
chants in these towns, asking them 
just who they would trust for pay- 
ments of $1 a month or more. We 
found a group—minimum bill people, 
mind you—that merchants would trust 
for $10 a month or more. We went 
on to the bank and were amazed to 
learn that bankers believed many were 
good for cash in 30 days. An aston- 
ishing number of our minimum bill 
people had pretty good credit. 

“Of the 1,115 consumers who use 
less than 60 kilowatt-hours per month, 
only 219 were revealed to have re- 
frigerators, 18 to have ranges, 7 to 
have hot plates and not a single one 
had a water heater. On the other 
hand, 131 had bought bottle gas 
ranges, all purchased since January 1, 
1938 and 555 were proud owners of 
automobiles. Obviously if they have 
money to buy something else they can 
purchase appliances if properly sold. 


“Furthermore, the consumers 
this low light-using group mak 
meager use of the appliances the 
have. A phone survey made early in 
October showed that of the 219 re. 
frigerators owned, 135 were shut down 
for the winter, and 61 were reported 
as operating, 4 were noncommitta! 
and 19 could not be reached. All 18 
of the ranges and 6 of the hot plates 
have oniy part time use.” 

On the other hand, said Mr. Hunt- 
ington, the high saturation of appli- 
ances in 60 to 400 Kwh homes make 
it evident that few sales will be made 
to this group of consumers in 194 
Attention must be paid to those 
brackets which have been sold on 
other items, if not on electricity. 

Mr. Huntington points out that the 
purchase and use of major appliances 
seems to be influenced by the amount 
of current used for light. The 28: 
consumers who make good use of cur- 
rent for light have a very heavy sat- 
uration of the major appliances. In 
this group there are 211 refrigerators, 
most of which operate the year 
around, 208 have either an electric or 
gas range (151 electric and 57 gas) 
and 86 have electric water heaters. 
Some 219 own automobiles. 

A sales policy should be inaugurated 
which is based on the customer’s abil- 
ity to buy rather than on the fact that 
a customer is a good user of Kw-hr. 
is Mr. Huntington’s recommendation 

Just as civilization follows the flag, 
Mr. Huntington believes that appli- 
ance sales follow lamps. He points 


“THOSE WHO EXPECT TO SELL ON PRICE ARE BARKING UP THE WRONG TREE.” 


Says Mr. Huntington— 


"Yesterday | talked to a sales manager who hopes to reduce the price 
of major appliances to the place where he can undersell anybody in the 
field. His plan is, equipment stripped of all its features and sold off the 
floor without commission to salesmen. The automobile was not put over 
because of any public demand, or to meet any need, or because of a 
cheap price or because of any advertising campaign. The automobile was 
put over because it was a reasonably good product around which public 
acceptance could be built up and there was enough money figured into 
the cost to support both research and vigorous selling activities. A 50c 
price did not sell safety razors; when Gillette made the price $5 and 
put $! per razor into publicity and gave another dollar to the merchant 
he made every day shaving a necessity and gave the safety razor such 
customer acceptance that they now give razors away to get the blade 


business. A well-known washing machine man went broke selling washing 
machines to the ultimate user at $37.50 but made a lot of money when 
he sold them at $165 and put $110 per machine into sales expense. He 
sold washing machines to all who could pay for them rather than to those 
with big electric bills and in so doing he created earnings which made it 
possible to get where he did. 

"The appliance men are sitting up nights trying to work out some rate 
subterfuge which will give them what they choose to call a promotional 
rate; the demand by the utilities for a low price for the appliance is more 
retaliatory than the demand for a cheap appliance. In other words, each 
of them is trying to extract from the other a price which will make a group 
of consumers who are not even use conscious buy without sales expense. 
It just can't be done.” 
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“Where minimum-bill customers are concerned, appliance sales fol- 
. Towns which made the greatest revenue increase 


low lamp sales . . 


are towns where there have been lamp activities . . ."" 


nut that the towns which have made 
the greatest revenue increase since 
1934 have each had at least one in- 


the greatest kw-hr. use in the 0 to 30 
kw-hr. per month use group. 


Into the Habit of Using 


Electricity, First, lowa 


Utility Survey Reveals 


YET THE MINIMUM BILL GROUPS HAVE NOT BEEN SOLD 


Of that group which used less than 14-kw-hr or less per month, some 101 had 
been sold automobiles, about 20 used bottle gas ranges. It will be noted that 233 
out of the 278 customers will be trusted for $1 a month more on purchases by local 
merchants; some 188 are good for $10 a month payments and even the banks would 
extend credit to 138 for cash in 30 days. Yet, they're at the bottom of the heap 
in electrical consumption. Following is the table showing the analysis: 


Over 
tensive lamp activity since 1936. The , — consciousness depends fhe KWH Use Group 0-14 15-30 31-60 60-100 100 = Total 
towns in which there has been a lamp a the ordinary socket, 
stalin tea h | better lighting equipment and educa- Consumers in 1936........ 251 389 wa 594 ae 1,234 
activity Dased on the use of large tion, Mr. Huntington maintains. Un- Customers in 1939........ 278 «4468 «869320 8112 171 1,349 
lamps are the only towns where there h 1 light j ten th 
re less minimum and from 15 to 30 6 Ability to Buy 
kw-hr. a month bills. Shellsburg, Minis $1.00 per month more..... 233 4421 300 110 167 1,231 
where the home lighting girls put on “™ Grit into the kitchen, dining room $10.00 payments......... 188 343 9288 96 154 1,069 
100-watt lamp activity prior to the and LES. units. Cash in 30 days........... 138 264 236 87 147 872 
iranchise election, has made the best As proof of the pudding of what can Equipment Owned 
showing in reducing the minimum be done, Mr. Huntington cites” the Relrigerstors.. oes 10 59 146 85 126 426 
bills, and uses more kw-hr. for light record of these six towns which inci- Ranges and hot Plates. ee +3 *4 18 29 129 176 
in both the 30 to 60, 61 to 100 kw-hr. dentally run from approximately 548 Weter hesters............. «es ae BAK +9 84 86 
use group. Springville, where lamp to 1,425 population, as outlined in the Automobiles............. 101 236 218 78 141 774 
activity was put on late in 1938, has table below. Bottle gas ranges.......... 20 45 66 35 22 188 
* Single unit hot plates 1 4-gal. heaters on residence rate 
This table shows the development of the domestic consumers in the towns of Gladbrook, 
Reinbeck, Ryan, Shellsburg, Mechanicsville and Springville since 1934 by years. i 
1 
1934 1935 1936 1937 1938 1939 (Estimate) 

Domestic Consumers....... 1,170 1,203 1,234 1,252 1,296 1,349 1,349 

Kilowatt-hours............ 485,516 485,123 698,642 763,682 857,437 914,488 1,249,995 

$34,483.16 $36,066.18 $39,194.83 $41,561.90 $44,487.88 $46,484.63 $55,014.93 

Kwh per Consumer........ 415 468 566 610 661 678 920 

Revenue per Consumer..... $29.47 $29.98 $31.76 $33.19 $34.33 $34.45 $40.76 

Average Rate per Kwh.. $.07101 $.06405 $.05611 $.05441 $.05193 $.05081 $.04431 

Kwh. Increase. . 53 98 aa 51 17 234 

$.51 $1.78 $1.43 $1.14 $.12 $6.31 

$.00920 $.01816 $.03250 $.00235 $.00706 $.02696 

Average rate for 1934 to 1939 increase — $.01892 
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STUNTS bring 


Russell Bryant of Danville, 
Kentucky, tells how he reaches 


out 


and gets floor traffic 


the PROSPECTS 


You've no idea of how women like to come in and look over old glass. 


ANVILLE, Kentucky, has a 
high school band. A hundred 


hity or more urchins, some 


scarcely knee high to a clarinet, tootle 
ind burp at semi-weekly practice. 
As this is being written the mothers 


and fathers of these urchins are hear 


ing trom Russell Bryant of the Bryant 
Specialty C “Your chick is 
taking up music,” he tells them. “A 
] 


good 


ympany. 


you money is going into 
lis education. Why not 


your child’s singing or play- 


preserve a 
sample 
ing ability on an unperishable record— 
something you can 


H race 


ll vou have to 


send to your Uncle 
or Aunt Agatha if you wish? 
do is to bring your 
boy or girl in, and for 25¢ we will 
gladly cut a record of his performance 
for you.” 

Notice that the mother or father has 
to come in with that laddie buck to 
make the offer good. And there is a 
Russell Bryant’s madness 
in this whole strategy. 

For, as he told ELrectricaL Mercu- 
ANDISING, he and his father have rented 
a location which is off the beaten 
track. A couple of dealers before him 
went broke on the spot, and although 
he got it at a bargain it was not a 
lucky location. Russell set out to 
cause the Danville world to make a 
beaten path to his door. Just men- 
tioned is his record cutting wrinkle 
in effect as this is being written. 


method in 
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There is a factory making Palm 
Seach clothing in Danville, which em- 
ploys some 500 girls. For some time 
Russell has been wanting to get them 
into the habit of coming into his place 
of business. Last spring he proceeded 
to drop all over town and particularly 
in the mail boxes and lockers of the 
girls at the Palm Beach factory, keys, 
with a tag attached. The tags read 
“Reward: I am not lost, I am valu- 
able, Take me to Bryant’s Specialty 
shop next door to the postoffice. If 
this key unlocks the Treasure Chest 
lock on display at our store you will 
receive free a Philco table radio. But 
wait—if this key does not unlock the 
Treasure Chest lock, you will receive 
$5 in credit on any refrigerator, con- 
sole radio, washer or ironer. 
Winning key must correspond with 
key held by advertiser.” 

As you might guess, the winning 
key is held by some of those Palm 
Beach girls, and the way they were 
trooping in to the store to try their 
luck on the lock which held fast a 
small Radio was enough to warm the 
cockles of Russell Bryant’s heart. 

With his father, L. L. Russell, he 
started his Danville store after ten 
years selling insurance for the Metro- 
politan Life. When the company 
tried to give him a traveling job in 
the educational department he felt it 
was worth more to be home with his 


Easy 


kids, and so opened his own business. 
Old glass being his hobby, he first 
started out as an antique shop, but 
decided there was too much competi- 
tion and switched to appliances. 
Nevertheless the old glass that the 
store carries is a wonderful attraction 
to housewives and the store is building 
a display case and will continue to 
handle it. 

Oddly enough, Russell Bryant oper- 
ates as a lone wolf in a small town 
(Danville, pop. 6,729). He doesn’t be- 
lieve in joining a lot of organizations 
as so many local merchants do, feeling 
that these activities took up his time 
and do not pay out. He had his dis- 
appointment at the start when he 
didn’t get business from his friends, 
and has since discounted the friends- 
ship theory of selling. 

He keeps a display of appliances 
over at the R.E.A. office and has re- 


typical of anybody else’s, but ironers, 
of which he sold 32 in 1939, he places 
on demonstration. He has had his 
wife taught to do ironing and she goes 
out and gives them the “how to” as 
one woman to another. After one 
demonstration Russell pops into the 
picture and closes. He doesn’t leave 
the ironer for them to monkey with. 
One of his tactics is to buy chairs and 
take them along with the ironer, quot- 
ing an all over price. This assures 
a comfortable seat in ironing which is 
half the battle and something that is 
lacking when the woman sits on any 
kind of a stool or chair. With the 
chair a $79.95 ironer is immediately 
worth $89.95. 
“Folks in small 
sensitive about the cost of operation 
of appliances,” Mr. Bryant told Exec- 
TRICAL MERCHANDISING. “One of the 
first things they say when they see 


towns are quite 


A chance to make a record of their chick's singing brings all the mammas in. 


cently got the Singer Sewing Machine 
agency. This winter will see sewing 
schools going on in the store, and 
since these women are mostly house- 
wives he feels that exposing them to 
appliances will be a good thing. It is 
his opinion that the Singer Sewing 
Machine would do a lot better over 
the country with electrical dealers as 
their agents. 

Mr. Bryant sold 212 Easy washers 
and ironers in 1939 and feels that it is 
a record not to be sneezed at. His 
washing machine sales technique is 


JUNE, 


an ironer heated up is that it will 
run up their electrical bill. As a 
matter of fact their electrical bill goes 
down as a wife can iron so much 
faster on an electrical ironer that she 
uses less juice. Dealers should make 
more use of this sales point when 
selling ironers.” 

In the washer business, he takes out 
a loaner every time he goes to repair 
machines. People are happy to use 
the new machine and do not think 
they are being sold when the old one 
is taken away for even minor repairs. 


1940—ELECTRICAL MERCHANDISING 


| 
D 
| 
{ 
a 
tLEC 


roners, 
places 
ad his 
goes 
to” as 
er one 
ito the 
t leave 
y with. 
irs and 
quot- 
ASSUTES 
hich is 
that is 
on any 
ith the 
diately 


quite 
eration 
ELEc- 
of the 


e see 


much 
at she 
make 
when 


es out 
repair 
to use 
think 
Id one 
epairs. 


SING 


Awarded 


“Design of the Month” 
hy Electrical Manufacturing 


May, 1940 
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Hoover sales in March were the greatest of any March in the last decade. 
Again in April, Hoover sales were the greatest of any April in the last decade. 


The last week in April was an all-time high—the greatest single week in Hoover history, regardless 


of month. 


The sales volume and profit of Hoover dealers benefited accordingly. 


Tue Hoover Company. Factories: North Canton, Ohio and Hamilton, Ont. 


EVERY HOOVER SALE IS A DEALER SALE 


This great increased swing to Hoover obviously demonstrates growing recognition of Hoover’s cleaning 


efficiency, made possible by the Hoover’s exclusive principle—Air Cushioned Vibration—“It Beats— 
as it Sweeps—as it Cleans.” Write today for information regarding valuable dealer franchise on Hoover 


Cleaning Ensembles, Hoover Specials, and Norca Cleaners. 
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INDUSTRY ORGANIZES 
For National Defense 


the American people are setting out to 
strengthen their defenses against aggres- 
sion from any quarter. Already the government 
has laid down an initial program to that end. 

The surest defense against aggression is the 
ability to resist it. If we are known to be well 
prepared we may avert attack. If we cannot 
avert it we shall be armed against it. But pre- 
paredness against war means preparedness to 
wage war. 

And modern war is an industry. Like every 
other industry, it is a matter of men, materials 
and machines. Fighting men must be skilled 
workers, trained to use an arsenal of special 
tools and equipment that are just as diversified 
and just as essential to success as those of any 
other industry. 

The plant, supplies and personnel of war 
must rival in efficiency those of any peacetime 
industry. For the stakes of success or failure 
in war are not paid in money profits or losses: 
they are paid in the lives and property of the 
people, in the security — perhaps the survival 
—of a nation. 


— to what is happening in Europe, 


Sound national defense calls first for a com- 
prehensive program, carefully planned to back 
up a clear-cut policy as to what we expect 
to defend. Next comes the appropriation of 
funds to realize that program. These first steps 
are vital: they are up to government. 

Then program and appropriations must be 
translated into performance. Native raw mate- 
rials must be produced, processed and stored. 
Our meager supplies of strategic materials of 
foreign origin must be built up until we have 
accumulated ample stockpiles against the use 
and wastage of active war. And most urgent, 
because it is most complicated, raw materials 
must be manufactured into the innumerable 
items required to equip the modern army. 

We of McGraw-Hill, living with American 
industry as we do, are keenly aware of the 
effort that will be required to produce the 
materials and equipment now needed to mod- 
ernize our national armament. 

Tanks and anti-tank guns, airplanes and 
anti-aircraft guns, machine guns and auto- 
matic rifles, trucks and tractors, destroyers 
and supply ships — these are but a few items 
from the endless inventory of military and 
naval equipment that we must produce by 
scores. hundreds and thousands, even to arm 
an Initial Protective Force, behind which we 
might rally our national resources for de- 
cisive effort. 

Obviously the army and navy must count on 
American industry for an ample and continu- 
ous supply of this equipment, and industry 
must organize to produce it in vast quantities. 
This means the construction and adaptation 
of manufacturing, transportation and storage 
facilities, the organization of competent execu- 
tive and technical staffs, the training of skilled 
craftsmen in numbers adequate to maintain 
exacting production schedules. All this, in it- 
self, is an industrial organization problem of 
the first magnitude, but upon it is imposed 
still gnather and vital specification — sustained 
8 peed, 


For time is the all-essential ingredient of 
modern war. It cannot be bought with any 
appropriation, however great; once lost, it 


cannot be recaptured; we must make effective 
use of it while we still have it. And at this 
juncture we have none to waste in fumbling, 
jockeying or experiment. 


Two courses are open to carry out such a 
program. 


1. We might adopt the totalitarian plan of 
nationalizing industry, conscripting the wealth 
and labor of all, and suppressing the normal 
incentives and management of industry in 
favor of the authority and control of gov- 
ernment officials. 


2. Or we can stick to the American way 
of achieving national unity and efficiency by 
intelligent cooperation between industry, labor 
and government. 


There are those to whom the first will ap- 
peal as being the more direct. But I am 
convinced that most Americans will insist 
that the job be done in the American way. 
And in this preference the President, speaking 
for government, already has indicated his con- 
currence. 


But effective cooperation in so complex and 
unfamiliar a task demands the utmost of 
mutual understanding and confidence from 
all concerned. Confusion of purpose and con- 
flict of opinion are bound to arise — have, in- 
deed, already arisen. Needs and capacities in 
many fields must be reconciled, relative priori- 
ties for various products must be determined, 
specific parts of the whole program must be 
allocated, supervised and coordinated with 
other parts. Government officials, smarting un- 
der the whip of urgency, must render quick 
decisions on highly technical matters, while 
industrial executives, masters of their own 
operating technique, must adapt themselves 
to arbitrary and unfamiliar requirements. 


Under such conditions, many problems will 
arise that must be worked out between the 
men of industry and those of government. 
Some of them will be the more acute because 
of the restrictions under which industry has 
had to work during recent years — restrictions 
that have curbed not only the expansion of 
plant capacity, but also the development of 
improved processes and the supply of skilled 
workers. Now, from this sag in our industrial 
growth, many departments of industry must 
undertake an overnight expansion of capacity 
to meet the exacting time schedules of national 
defense. So industry must look to government 
for the cooperation that will enable it to ex- 
pand its facilities promptly and yet write off 
in reasonable time its heavy emergency in- 
vestments. 

* 


If we are to deal wisely with these situa- 
tions, and many more we cannot now foresee, 
everyone engaged in any part of the defense 
effort must be willing and able at all times to 
get a fair understanding of the problems of 
the others. To help maintain such an under- 
standing McGraw-Hill is peculiarly fitted. 

1. By the organized exchange of views and 
information among our 24 papers, we can 
help to coordinate the thinking and practice of 
the 1,000,000 executives, technicians and oper- 
ating men who are their readers, in matters 
that have to do with their part in the defense 
project. 


2. Through constant contact with govern- 
ment agencies and the men of industry, our 
papers can interpret to industry the needs 
and policies of government and to government 
the problems and requirements of industry. 


38. For the men of industry, each of our 
papers will expand its regular service as a 
clearing house of technical and operating data, 
with special reference to the needs of plants 
that are producing defense materials and 
equipment. 

To forward these objectives we have set up 
within our company a National Defense Editorial 
Board. It is composed of the chief editors of our 
publications that serve the functions and in- 
dustries that are of key importance to the 
defense effort. Made up of men intimately 
familiar with the personnel and practice of 
their industries, this board will stimulate and 
supervise the activities of McGraw-Hill papers 
insofar as they can contribute to the defense 
effort. It will outline basic editorial themes, 
directed to the forwarding of that project, to 
be adapted by each paper to the special needs 
of its specific field. 

The board will keep close touch with in- 
dustrial executives and technicians so as to 
keep abreast of new problems as they arise. 
It will maintain contact also with government 
defense agencies and keep our editors posted 
as to government objectives, plans and prob- 
lems. Thus it will function as a link between 
the several governmental defense agencies and 
the McGraw-Hill editorial organization, and 
so help each editorial staff to develop a pro- 
gram best suited to the special problems of 
its industry. 


* * 


In thus undertaking our part in an extra- 
ordinary industrial effort, we shall not neglect 
the normal concerns of American industry. So 
far as may be consistent with the paramount 
needs of national defense, production and 
distribution of the goods and services normally 
consumed by the American people must go on. 
The effort to mobilize industry for the na- 
tional defense must be, in large measure, an 
additional job and an added burden, 

That burden is within the capacity of the 
American people. But it will not be light. And 
if industry is to carry successfully its heavy 
share of that burden, it needs the full coop- 
eration of every industrial function. 

For more than seventy-five years, through 
peace and war, McGraw-Hill publications have 
served to interpret between the various de- 
partments of industry and between industry 
and the American people. Today, as we face 
these new problems, there is a new and urgent 
need for interpretation between the industries 
we serve and the government to which we all 
bear allegiance. It is fitting that McGraw-Hill 
should undertake this effort. To it I pledge 
every resource of our organization. 


President, McGraw-Hill Publishing Company, Inc. 


This message is appearing in all McGraw-Hill industrial and business publications, reaching over a million readers. 
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Miss Dorothy Stewart, home service director 
of the Montana Power Company, addresses 
a meeting of dealers at Butte, Montana, on 
the services her department renders. 


T is currently accepted that what 
the dealer should sell to the cus- 
tomer is not the gleaming porce- 
lain and metal of an electrical appli- 
ance, but its That it can 
render satisfaction 
to the customer is a quality which is 
quite generally taken for granted. 
And yet it must be remembered that 
the standard 


service. 


this service with 


of performance which 
any electrical appliance will give is in 
direct proportion to the aptitude of the 
purchaser. This means that the sale 
is not complete until it has been fol- 
lowed up and the housewife taught to 
use her new acquisition, with all com- 
plaints rectified. 


Available to Dealers— 


In order that dealers may have the 
benefit of such an educational fol- 
low-up, the Montana Power Com- 
pany makes available to them its home 
service department of sixteen trained 
girls. How they can most effectively 
make use of the services offered was 
outlined by Miss Dorothy Stewart, 
home service director of the company, 


at a recent meeting of dealers held 
in Butte, Montana. Miss Stewart 
outlined the services which her de- 


partment was prepared to give dealers 
without cost to them, as follows: 

1. Following up the sale of major appli- 
ances with an installation call, 

2. Handling all compaint calls regarding 
use and operation of the appliance. 
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3. Installation calls on other equipment 
at request of the dealer. 

4. Salesmen's training classes on large or 
small appliances. 

5. Home lighting demonstrations and sales 
service upon request. 

6. Promotional floor and group demon- 
strations. 

7. Keeping up on the dealers’ merchan- 
dise with a view to being able to demon- 
strate its use. 


Follow-up Calls— 


The follow-up call after sale and 
installation of a range or ironer is 
intended primarily to develop a satis- 
fied and enthusiastic user of the equip- 
ment and secondly to put the house- 
wife in a frame of mind where she 
prospect for a future sale of 
other kitchen and home equipment, 
including lighting. The dealer is 
invited to accompany the girl on such 
a call and to see exactly how the 
customer’s questions are met and how 
the equipment is thus “resold” to 
the customer. He will be able to do 
his initial job more convincingly, per- 
haps, if he sees the appliance as it is 
actually to be placed in service. 

Such a call is made by appointment, 
which the girl is careful to keep 


is a 


By Clotilde Grunsky 


The Montana Power Company outlines seven 
methods by which they help dealers make 


some 


sales and demonstrations, follow up 


customers and take care of complaints 


How Dealer 


Can Use 
OME 


promptly. The home service repre- 
sentative will endeavor to see that the 
user understands clearly the operation 
of the range, both manually and auto- 
matically. She will instruct Mrs. 
Homemaker how to clean the range 
and recommend satisfactory pans to 
be used for cooking. In addition, 
she will cite the advantages to be 
obtained from use of the appliance 
and will teach her how to operate it 
as cheaply as possible. She will an- 
swer any questions of the customer 
and will acquaint her with the use 
of the instruction book which the 
dealer has sent out with the range. 
She will give helpful hints on alti- 
tude differences in baking and will 
supply her with a time and tempera- 
ture chart published by the Home 
Service Department. She does not 
give a lesson in cookery, but a lesson 
in the range. 


Complaint Calls 


Complaint calls are also made by 
appointment. In opening the contact 
in such a call, the girl assumes that 
the appliance is in perfect operation 
and proceeds as though this were the 
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Miss 
to it 


case until she is convinced otherwise. 
If trouble is actually present, the 
housewife is assured that the appli- 
ance is a mechanical device and that 
a service man can easily make the 
adjustment. She is left with some 
new ideas for meal preparation, eco- 
nomical operation of her equipment 
and the assurance that the dealer has 
sold her a first-class piece of mer- 
chandise to help her operate her home 
efficiently, so that she can stay young 
and enjoy living. 


It is sometimes necessary for a _ 
home service girl to bake a test cake This 
or cookies or to prepare and bake cus’ 


an oven meal. The objective of the 
girls is not how much they can tell, 
but how little, effectively, and yet 
leave the woman a satisfied and en- 
thusiastic user. 


Home Lighting— 


Home lighting calls are made only 
at the dealer’s request. A lighting 
demonstration or discussion is given 
by the advisor and if the dealer feels 
that it is advisable, written recom- 
mendations are left at the close ot! 

(Please turn to page 77) 
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Bill Rhode and Tony Sarg pause a moment while rehearsing 
some of the dishes they will present to the customers. These 
boys take their ranges seriously. 


ake 


up 
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Miss Marion G. Kemp, home economist of the Philadelphia Electric Company, saw 
to it that the show ran smoothly as well as doing most of the spade-work before 
the festivities got under way. 
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Everybody had a turn at the “mike”. 

This is Rube Goldberg explaining to the 

customers why he is really a better cook 
than Ben Butler. 


Bill Rhode has cooked for kings—or so 

he says—and he treated the audience to 

his own special version of a cream of 
green pea soup. 


de only 
lighting 
given 
er feels 
recom- 
lose of 


Left: Ben Butler in background, 
Bill Rhode at the "mike" and 
Tony Sarg busy on his salad. 
Each one cooked on a separate 
electric range. 


are the four 

horsemen of the Society of 

Amateur Chefs: Ben Irvin But- 

ler, Bill Rhode, Tony Sarg and 

Rube Goldberg, 

over a non-existent electrically 
cooked dish. 


Right: Here 


4 
¢ 


Tony Sarg presents his piece de resistance—his own salad 
invention. That horse on the top is compounded of cucum- 
bers, carrots and a beet. 


There’s Something New 


Tony Sarg and Rube Goldberg got a continual 
series of belly laughs out of the proceedings. 
Aprons, incidentally, were designed by Tony Sarg. 


COOKING 


SCHOOLS! 


10,000 women turned out in Philadelphia to see 


the Society of Amateur Chefs stage a cooking 


bee and vaudeville show 


ISS Clara Zillessen, advertising 

manager of the Philadelphia 
Electric Company, stole another march 
on the industry for an original idea 
when she held the first all-electric 
cooking show staged by the Society 
of Amateur Chefs. These were no 
ordinary amateurs, either. More than 
10,000 women crowded into the audi- 
torium of the Broadwood Hotel to see 
Rube Goldberg, the inventor of the 
screwy in cartooning; Tony Sarg, 
who does things with his own marion- 
ettes when he isn’t designing goofy 
murals or drawing for the national 
magazines; Ben Irvin Butler, presi- 
dent of the society and William Rhode, 
internationally known amateur chef 
and epicure. 

Promoting ranges and refrigera- 
tors—to say nothing of mixers and 
coffeemakers and other appliances— 
was the reason for the show, of course. 


rehearsing 


And the members of the Society of 
Amateur Chefs went at it with a will. 
Between their cooking, they kept up a 
couple of hours of hilarious clowning 
which kept the audience in stitches. 
Things were pretty well prepared for 
them—except for the actual cooking 
process—by the able and _ eyefull 
Marion G. Kemp, home economist of 
the Philadelphia Electric Company. In 
between times, the boys enticed mem- 
bers of the audience up on the stage, 
did savage cartoons of them which 
were autographed and delivered to 
the victims, smoked cigars (Webster) 
incessantly and had a good time gener- 
ally. The customers took away an 
assortment of prizes, had a good time 
and electric cooking got a boost in a 
new kind of cooking school which 
was a good rival to the potent Jessie 
De Both for pace, humor and an 
impressive turnout. 
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Kelvinator’s 
Average Retail Sale 
the Industry 


* 


With a Convincing, Logical and Unrivalled “Step-Up” Plan— 
Kelvinator Dealers are not only Selling More 
but are also Making More per Sale! 


Y:. the latest reports show that Kelvina- | _Master’’ models specifically designed for the 
tor’s average unit of retail sale is more _ increasingly large replacement market. 


than seven dollars higher than the average for 


the industry. 3 The greatest volume and hardest-hitting ae 


advertising and sales promotion support for wecll 

This means that Kelvinator Dealers are — geglers in Kelvinator’s history. “Lo 
selling more of the higher priced refrigerators it pa 
where gross profits are greatest—are, in fact, 4 Kelvinator’s overall program for 1940 ted 
making more dollar profit on each sale. that was carefully planned last year. Su 
And you can credit this happy situation There is every indication that the refrigera- 0 
squarely to— tion business will be extraordinarily active <a 


throughout the summer. And Kelvinator deal- nousel 


Kelvinator’s unrivalled “step-up” plan of 

ers are in the best possible position to cash in mined 
selling—the best plan in the industry. Thi 
on this active market by getting an increased vacuu 

2 Kelvinator’s outstanding product features volume of sales and selling the higher-priced Any 
and value, including exclusive, new “Moist- = models that carry the greatest dollar profit. * oe 
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DISING 


The big department stores have caught on 
to the demand for anything that will prevent 
moths. Window at Shillito's, Cincinnati. 


V THEN Archibald Wilberforce 
Shaw took down his last sum- 
mer’s suit and found that 
moths had punched Annie Oakleys into 
each of the gravy mason decorations 

e was thoroughly agitated. 

“Look here, Matilda,” he roared, 
a $75 summer suit shot to Hades. 
It does appear to me that you might 
lo a little better housekeeping and 
prevent all this.” 

Such comment added insult to in- 
jury to Matilda Shaw, for she had dis- 
covered her silver fox throw had come 
ut of the garment bag seedy and 
unfit to wear. Just how such a curse 
should be visited on a normally neat 
housekeeper owas something she 
couldn’t explain, but she was deter- 
mined to do something about it. 

This is the scene that is set for 
vacuum cleaner salesmen who know 
how to put the moth on the spot. 

Anyone who has ever had anything 
to do with selling knows that the time 
to strike is when the iron is hot. This 
is the time of year when families reach 
for clothes that have been carefully 
tucked away and learn, with horror, 
just what catastrophes have befallen 
them. 

Vacuum cleaner dealers can take a 
tip from Macy’s, the country’s largest 
lepartment store, which is reported to 
be doing a moth goods business of 
$300,000 a year. Shillito’s, in Cin- 
cinnati, sees fit to devote display 
windows to mothproofing liquids. 
Marshall Field’s in Chicago carries a 
demonstrator and tells you that for 
$1.29 a quart and 35¢ for a hand 
spray, you may possibly have enough 
liquid to treat one upholstered chair. 
lt is frequently stated that moths do 
$200 million damage annually in our 


Vacuum cleaners can stop damage 
to clothes, furnishings said to cost 


country $200 million a year 


Make Mother Mad 


"The vacuum cleaner man needs fresh ap- 

proaches if he is to do business,” declares 

J. F. Drescher of Premier, Cincinnati. Here 
is one, Mr. Drescher. 


homes. Nobody has contradicted it 
yet, successfully. In short, the moth, 
plus the damage he does, is back of a 
big business. Because a vacuum 
cleaner will do as much in protecting 
a household against moths as any- 
thing, the time has come for dealers 
to—use the mothproof protection story 
in their selling. Presented at a time 
when the whole household is peevish 
over the damage that has been dis- 
covered, it forms a sure fire sales 
argument. 

Two kinds of moths, the webbing 
clothes moth and the casemaking 
clothes moth both are responsible for 
the damage. They breed all year 
around, says a U. S. Department of 
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Agriculture bulletin No. 1655 and are 
present in practically every household. 

The kind of moths you see flitting 
around lights are usually of a variety 
that develop on outdoor vegetation. 
Clothes moths are usually seen flying 
in darkened corners. They themselves 
cannot feed upon fabrics as they have 
under-developed mouths. The moth’s 
whole purpose in life is to lay eggs 
that develop into the worms or larvae 
which alone can cause the destruction. 
The larvae hatching from the eggs 
are, when fully grown, whitish and 
about 43-inch long. The eggs them- 
selves are hardly as large as the head 
of an ordinary pin, white, fragile and 
easily crushed by brushing. These 


eggs may hatch at any time of the 
year. In time the larva spins a cocoon 
and changes to the pupa which finally 
becomes an adult flying moth. 

The larva of clothes moths feed on 
materials of animal origin such as 
hair, fur, wool and feathers. Foods 
sometimes not thought of by the 
housewife are piano felts, the fur of 
pets and the woolen lint lodged in 
floor cracks and baseboards or carried 
by air currents to inaccessible places 
and partitions. The larva do not eat 
materials of vegetable origin such as 
linen, cotton, rayon, wrapping paper 
or vegetable fibers. Even natural silk 
is seldom eaten. 

(Please turn to page 75) 


MOTHS HIT THE HIGHEST PRICED ITEMS 


Expenditures for Selected Items of Clothing by Women in White and Negro 
Families, at Two Economic Levels in 42 Cities Combined 


(Data over 12 months within the period of 
1934.36, collected by U, S. Dept. of Labor) 


Families with total annual unit expenditure of $200 to $300 


ITEM and RANK 


Heavy fur-trimmed coats.............. 


Wool suits 


AVERAGE EXPENDITURE 


PER WOMAN PER ARTICLE 
1.61 $23.00 
86 1.51 
75 12.50 
59 9.83 


Families with total annual unit expenditure of $1,100 to $1,200 


Heavy fur-trimmed 9.53 47.65 
4.82 3.03 
Light wool coats.... Saghienarsts 4.26 21.30 
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Ir you visited these plants you would 
see the most advanced precision machin- 
ery, tools and testing equipment, operated 
by hundreds of highly skilled mechanics: 


You would see line after line of machines 
in quantity production and assembly, with 
detailed inspections at every step: 

You would see batteries of dynamometers 
and testing units that constantly insure the 
maintenance of Briggs & Stratton specifica- 
tions and standards of performance, resulting 
from almost a quarter century of experience: 

And, finally, you would know why pur- 
chasers prefer equipment powered by Briggs 
& Stratton 4-cycle gasoline motors guaran- 

teed by this responsible, internationally 

known company. 


BRIGGS & STRATTON CORP. 
MILWAUKEE, WISCONSIN, U. S. A. 


(BRIGGS & STRATTON) 
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delivery is noted on a card. 


OMEN love clothes. IES 
lamps are good salesmen. 


These two facts have been 
established for quite some time, but 
it was not until the Lighting Depart- 
ment of the Central Arizona Light 
and Power Company recently did a 
little mathematics that it was known 
that adding these two facts together 
would result in a neat total of lamp 
sales. 

After a several-month period of 
trial and error with a one-man test- 
ing laboratory working in the field, 
this utility discovered that an IES 
lamp left on trial would do a splendid 
job of selling itself if the prospective 
customer making the trial had been 
given a proper demonstration to- 
gether with at least a part of the 
story of Light. They learned also 
that most women like to take a chance, 
particularly if it affords an oppor- 
tunity for them to get something they 
actually want to own. So, these facts 
before them, they set up a program. 
They offered twelve weekly prizes 


sonally to housewife. A notation of customer's reac- 


1 Folder announcing "dress deal" is delivered per- 9 
tion and fact that she did or did not personally take 


Dress Offer 


Helps Sell 3,650 IES Lamps 


Unique campaign paved the way 
for home lighting demonstrations 


of any $29.50 dress of their own 
selection which the women might 
choose from three of the principal 
Phoenix department stores, with a 
further provision that at the end of 
the twelve-week period a $100 ensem- 
ble would be awarded. These prizes 
were to be selected on the basis of a 
weekly drawing to be made at one 
of the stores and a final drawing at 
the end of the campaign, using the 
same tickets, even permitting a woman 
to win one dress and the ensemble. 
The only way a woman could obtain 
a ticket was to allow a lighting dem- 
onstration to be made in her home 
and to try an IES lamp overnight, 
or to purchase an IES lamp out- 
right from a dealer. 
Chronologically, the program fol- 
lowed in this manner. First, came 
the doorbell ringer, a young man 
whose chief function was to deliver 
the folder outlining the ideas of the 
dress offer. His instructions were to 
be as brief as possible and simply 
explain that she would be called on in 
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Home Lighting Adviser (or Salesman) makes call with 
lamp, and tells the Better Light-Better Sight story, 
and explains the “dress deal." An average of one 
out of every five agreed to try the lamp. 


Customer is permitted to use the lamp long enough 

3 for all members of the family to express an opinion, 
and for the better light to do its own selling job 
in the home where it is used. 


the next day or two to be given an 
opportunity to win the dresses or 
ensemble. The folder he left 
prepared to look like a fashion ad- 
vertisement. Actually, assistance in 
laying out the folder was obtained 
from the advertising departments of 
the department stores cooperating in 
the program. The last page, included a 
picture of the IES lamp and numbered 
the advantages of the lamp ajd: bet- 
ter lighting. 

A few days later the same route 
was made by a Home Service girl or 
lamp salesman who delivered both 
the lamp and the drawing ticket for 
the weekly prize and the grand draw- 
ing. At this time the customer was 

(Please turn to page 74) 


Was 


Home Lighting Salesman (or Lighting 
4 Adviser) calls back and endeavors to 
sell the lamp. One out of every two 
customers who tried the lamp  pur- 
chased one. No down payment was 
required and monthly _ installments 
were low. 
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dealers. For eight years he has been 
in the business, operating first as a 
one line specialty man. 


Today he 
carries three 


lines, Westinghouse, 
and Leonard, and 
can’t fill orders for the bottom-rung 
models. In addition to refrigeration 
he carries Maytag and a number of 
other major appliances. He declares 
the cost of refrigeration is 
around 24 to 25 per cent, with 16 per 
cent going to direct selling expense, 
commissions and management, 
and 8 per cent covering all other 
general expenses. 

“Our difficulty 


General Electric 


selling 
sales 


in Memphis lies in 
the loss of outside salesmen,” says 
Mr. Johnston. “Believe it or not, out 
of 54 dealers selling refrigerators in 
Memphis, only five, to my knowledge, 
have an sales organization. 
The outside salesman has disappeared 
becarse 


outside 


he cannot make a living from 
refrigeration. Our operation gets by 
because we spread out over a number 
of lines and have possibly the best 
retail salesmen in the city on our 
staff.” 

At Lowenstein’s Department Store 
Al Cromwell likes rock bottom prices, 
declares that out of 600 boxes sold he 
will put 300 accounts on the books. 
which is something department stores 
enjoy. He works 


seven men, four 
days on the floor and two out. There 
is a bonus to every salesman who 


ducks a trade. This doesn’t happen 
often, so the store allows $2.50 on 
trades with $129.50 refrigerators, $5 
on the $150-200 price level, and $10 
over $200. 

That 60 per cent of the refriger- 
ators sold in 1940 will go for less 
than $120, seems to be the opinion of 
most Memphis men. 

So much for the seamy side of the 
Memphis refrigeration picture. Come 
along now and see the bright side— 
and a glimpse of the new technique. 

Chief reader of the handwriting on 
the wall is said to be John M. Mc- 
Gregor, dean of distributors, and a 
man who himself was selling batteries 
twenty one years ago. “John has 
never forgotten that a retailer must 
make money,” one customer said of 
him. At McGregor’s, Inc., business 
is booming, with nearly twice the 
number of boxes sold to date in 1940, 
as compared to 1939, 

The principal move of John Mc- 
Gregor’s has been to cut down the 
number of dealers. Only seven sell 
Frigidaire in Memphis. Spotted in 
non-competitive territory these deal- 
ers come in to meetings held by 
Herbert F. Hobbs, R. M. Skipworth, 
R. L. McCain. Asked what sort of 
dealer operation he felt held the 
greatest promise for the future, Mr. 
McGregor said: “Go see Sylvester 
Hollis.” 

The Hollis Garage possibly points 
the way to future selling of refrigera- 
tors. Summed up, here is the way 
Sylvester B. Hollis operates: 

1. He saves his salesmen’s heels by 
using the user. His old customers 


chase new prospects out of the 
grass, and he pays them well for it. 


2. The number of salesmen is held 
down—the store has only three 
men, and they shift to different 


appliances with the seasons, which 
assures them a year round living. 


3. The store gets a lot of walk-in 
trade from customers who want 
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CONTINUED FROM PAGE 4 


To show how optimistic he was for refrigeration prospects, Mr. Hollis showed what a 
stock he was carrying. 


small items. “Many a_ mickle 
makes muckle,” opines Mr. 
Hollis. 

4. The cost of operation is spread 


over a wide variety of merchandise. 
Refrigeration is not a life or death 
matter. The store can afford to 
turn deals that are profitless. 

5. There are plenty of bread-and- 


butter items—such gas, oil, 
tires, small hardware, service. 
6. Finally, Hollis has an easy place 


to get to—out in the neighborhood, 
with plenty of parking space, open 
nights, etc. 


You drive up to the Hollis garage, 
possibly for gas at the filling station in 
front. From your car you notice a 
big building with plenty of windows 
and an elaborate display of electrical 
appliances. Out front are lawn mow- 
ers, garden hose and a lot of the 
things you need right now around the 
house. Get out and walk around if 
you wish. There is plenty of room to 
park for Hollis is at 2516 Poplar, way 
out in the residence district. 

“T expanded from the garage and 
tire business,” Mr. Hollis told Elec- 
trical Merchandising, “‘because tires 
and batteries were beginning to last 
too long. You’ve got to make frequent 


sales to your customers to stay in 
business. This same thing is now 
coming true with refrigerators. They 


last too long so we are diversifying.” 


You can get your battery charged at 
the Hollis garage. Put up a nickel 
and enjoy a bottle of Coca Cola or 
some other cold drink. Buy peanuts 
from the slot machine. Purchase a 
kitchen knife for your wife. Shop for 
an inner tube. By now you're begin- 
ning to realize that Hollis has just 
about everything for housewives, for 
triend husband and his automobile. 

“We have only three salesmen and 
they do no cold canvassing,” says Mr. 


Hollis. “We get all of our leads from 
users. See that table of small appli- 
ances over there. We employ the 


point system for leads and we actually 
pay off which is something a lot of 
dealers shortsightedly don’t do. On 
rainy days the boys spend their time 
delivering premiums. Remember 
though you can’t pay a 10 per cent 
commission and use this premium 
system. We split the cost of premiums 
with our salesmen. 

“We have only three refrigerator 
men, Portis Cox, Albert Gatlin and 
E. T. Gibson. I pay them a draw, 
and spread their activities over the 
whole year instead of loading up with 
a lot of morning glory salesmen at 
refrigerator time. That’s something 


any dealer can copy—don’t get any 
more salesmen than you can guarantee 
ag od living.” 


A service department rebuilds the old boxes and generally gets a profit from them. 


JUNE, 


Hollis, unlike many Memphis deg). 
ers, hasn’t the slightest objections tp 
manufacturers pricing their refriger. 
ators in line with the mail orde 
chains. In fact, he thinks it is 4 
smart move as it has given him more 
buyers for other merchandise. Mr 
Hollis doesn’t care whether or not the 
price is padded to allow for trades. 
He allows what he feels he can get out 
of the trade and if the customer wants 
to shop elsewhere that’s just too bad 
There are no tears shed around the 
Hollis Garage when a shopper walks 
out and they won’t sharpen 
pencils. 

Salesmen will average around jour 
presentations to one sale, he finds, 
It takes three contacts on each pros- 
pect to close them. With the low 
income group buying for the first 
time they have found that the advance 
in ice prices over last year from 25¢ 
to 50¢ per 100 pounds is a great sales 
argument. With the group which is 
ready for replacements he thinks that 
the first inducement is style, the 
second is size, the third is noise and 
the fourth is the fact that the refriger- 
ator owned is an orphan. 

Mr. Hollis says that 90 per cent of 
his customers have something to trade 
in. Of these one out of 20 offer an 
old electric and about 19 out of 20 
have ice boxes for which they want 
something. Here is his schedule of 
allowances: 


their 


Price Allowance for Allowance for 
of new old ice old electric 
refrigerator box refrigerator 
$114 model 
$134.50 $6.50 $14 to $24 
$169 $8.00 $24.50 
$184.50 $8 to $10 $14.50 to $29.50 
$244 up $10.00 $39.00 


“Sears Roebuck doesn’t offer any 
competition on trades in Memphis,” 
Mr. Hollis says. “The salesman can 
give away his $4 down payment if he 
wants to but that’s up to him.” 

Mr. Hollis finds that the cost of re- 
building a box runs from $15 to $18. 
On every one of them he puts on new 
paint and new door gaskets. He retails 
the used refrigerators for $29, $59 or 
$69 and $79, and makes a very nice 
profit. About one out of 20 electrical 
trade-ins are not running when he 
gets them. 

On the credit end the house turns 
down about three out of ten contracts. 
Whenever a customer starts going 
sour on a new box Mr. Hollis tries to 
switch him to a used box at a lower 
price and a lower payment, and carries 
the paper himself. 

The fact that many kinds of mer- 
chandise bring people into the Hollis 
Garage, the fact that it is open eve- 
nings and husbands find it easy to 
wander over with wives, and the fact 
that the place doesn’t depend too heav- 
ily on refrigerators for bread-and- 
butter all unite to make the Hollis 
Garage a profitable type of future 
refrigeration dealer. 

The retail salesman in Memphis 
who owns a car and is good enough to 
close a volume of sales, must earn 4 
minimum of $175 a month, your cor- 
respondent was told. The dealer there 
feels he is entitled to a 6 to 8 per cent 
net profit. Otherwise, both salesman 
and dealer tend to slide out of the 
refrigeration picture, to plug some- 
ting else more juicy. 
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SING 


Above Alice C. Wilhelm is shown with a 
part of the extensive display of small 
appliances handled in her store. At the 
right is another view of the store which 
occupies a single room in the basement 
of a three-story building in Brooklyn and 
which has become famous as a small 
appliance headquarters fo ~ ‘les around. 


HAT small appliances may 
pretty well constitute busi- 
ness in themselves has been 


proved by Alice C. Wilhelm of Brook- 
lyn, N. Y. Operating a store in the 
basement of the three story building 
where she maintains her home, Mrs. 
Wilhelm has succeeded in making it 
a veritable small appliance headquar- 
ters for miles around. 

Major appliances come in for their 
share of attention, too, and even con- 
tracting work, which was once a sta- 
ple part of the business, is still car- 
ried on. But it is table and traffic 
appliances that lend themselves ad- 
mirably to the type of small business 
which a woman, single-handed can 
run. 

Mrs. Wilhelm, of course, is no or- 
dinary woman. She has had experi- 
ence in the electrical contracting and 
appliance business since the year 1909 
when her husband, John Wilhelm 
first went into business. She has seen 
and participated in the gradual evolu- 
tion of the business through the early 
days on contracting and repair work, 
the rise of radio, and the gradual 
introduction of many of the present 
popular electrical appliances. 

It was natural, therefore, that when 
her husband died in 1934, she should 


feel impelled to carry on the business 
to which she had devoted so many 
years of her life. Today, although the 
store itself is tiny as stores go, it 
contains a multitude of items as the 
pictures on this page reveal. 

Refrigerators are about the only 
major appliance carried (Gibson, Hot- 
point). Two-thirds of the volume, 
roughly, falls into appliance sales 
while about one-third is represented 
by contracting and repair work which 
is handled by one employee. But 
when it comes to small appliances, 
Mrs. Wilhelm might be classed as an 
authority. She handles vacuum clean- 
ers, roasters, mixers, toasters, waf- 
fle-irons, curling irons, clocks, lamps, 
glass coffee-makers and “hospitality” 
sets, irons, radio, sun lamps, portable 
lamps, electric shavers, heating pads, 
casseroles, grills, steam irons, vapor- 
izers, beaneries, and almost every 
other gadget that has been conceived 
by an ambitious manufacturer and 
offered to a receptive public. 

Not only does Mrs. Wilhelm han- 
dle all these lines, but her displays of 
irons and clocks and midget radios 
and toasters are impressive consider- 
ing the actual space which is de- 
voted to them. This means that not an 
inch of space is sacrificed. The walls 
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A Woman Runs This 


Small 


Business 


are utilized for clock displays, irons 
are stacked in specially built cabinets 
and shelves reaching to the ceiling 
contain other items. The window of 
the shop is full of small appliances 
and special shelves have been built 
around even them so as to fully util- 
ize the space. 

On various occasions, printed no- 
tices are sent to a large list of cus- 
tomers and prospects to let them know 
of special values or to invite them 
to inspect the large array of electrical 
gifts available. On Christmas, for 
instance, the notice reads: “We ex- 
tend to you and your friends a warm 
invitation to inspect our latest offering 
of appropriate gifts for Christmas... 
At our Electric Shop, daily, from 
9 A.M. to 10 P.M.” Another occa- 
sion might be the introduction of a 
new appliance, in which case the 
notice would read something like the 
following: “We extend to you a cor- 
dial invitation to the debut of the 
Manning-Bowman Twins. The new- 
est and latest in Waffle Bakers, Twin- 
over and Twin-O-Matic will be pre- 
sented in actual use at our Electric 
Shop by a factory representative.” 
On such an occasion, waffles and other 
refreshments are served. 

Small appliances fit naturally into 


...and some of her promotional ideas are worth copying 


a woman’s activities, Mrs. Wilhelm 
said, because she is the one con- 
cerned with the making of meals and 
other home-making activities. Women 
customers are inclined to take her 
advice about the relative merits of 
automatic and non-automatic irons, 
about modern ways of preparing cof- 
fee, about the effect of ultra-violet 
radiations for the kid’s health, about 
the handiness of hand cleaners or the 
merits of the tank-type. These are 
daily concerns and Mrs. Wilhelm 
knows the answers because she is 
continually using and testing the ap- 
pliances in her own home above the 
store. Her one concern is the tend- 
ency on the part of manufacturers 
to stress price. 

“Price is so much stressed by manu- 
facturers”, she says, “that it is no 
wonder we have dealers who have a 
‘price complex’ when it comes to 
selling. In other lines there is a 
tendency to sell up rather than down. 
It is regrettable that some manufac- 
turers of electrical appliances, major 
and traffic, fail to recognize that a 
replacement market needs to carry 
more than ever an adequate profit.” 

“And while I am on the subject 
of manufacturers”, she added, “I 
would like to see a concerted move 
to re-write all the instructions which 
come with appliances. Half the time, 
the woman who is beginning to learn 
to use a roaster is forced to use the 
trial and error method because the 
instructions are so vaguely worded. 
Just because the manufacturer knows 
his product and its parts well is no 
sign that the consumer knows what 
he is talking about when he refers 
to those features.” 

In addition to being on the Ap- 
proved Dealer list of the Consolidated 
Edison Company which means that 
Mrs. Wilhelm is entitled to partici- 
pate in the various “bargain package” 
campaigns staged by the utility (she 
doesn’t care for them personally), she 
is also a member of the Electrical 
Appliance Dealers Association of 
Brooklyn, the Dealer Group of the 
Electric and Gas Association of New 
York, the Metropolitan League of 
Appliance Dealers and the Electrical 
Women’s Round Table. 
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EVERY HOME, OFFICE AND STORE A PROSPECT 


It's spreading like wildfire—the only practicable, economical way to 
C-O-O-L homes, apartments, stores and offices—ILG Night Cooling 
Fans. Full profit margin. No trade-in allowances. 


Backed by promotional selling helps. 
or write today for full details! 


BUILT-IN TYPE 


attics of homes. 


PORTABLE ILG ROLLAIRE 

b On casters, chrome-plated for stream- 
ba lined modern appearance in apart- 

/ ments, small homes, offices, etc. 
ee Functions same as ILGWIND, 
f driving hot air out, pulling cool 
‘4 night air in. Two-speed motor. 
+ 


1940 FAIR “TOWN OF TOMORROW” 
“a See ILG ATTIC System and ILG Kitch- 


en Ventilating Fans in actual operation. 


VENTILATION 
and Condilioning 


For permanent installation in stores and offices, also 
Night operation drives out hot, 
daytime air; sucks in cool, refreshing nighttime air. 
Also operated during day for circulating air and 
ventilating building, if desired. 


PORTABLE ILGWIND 


Just place it in front of an open 
window and plug it in—no 
installation required! Ideal for 
night cooling of small stores, 
office suites, homes and apart- 
ments up to 
8 rooms. 
Two-speed 
motor. Two § 


NATIONALLY 
ADVERTISED 


in House Beautiful, 
America’s leading 
style and class home 


z 
r national mag- 
azines. Cash-in— 


Ask your 
DISTRIBUTOR 


ILG ELECTRIC VENTILATING CO., 2874 N. CRAWFORD AVE., 


OFFICES IN 41 PRINCIPAL CITIES 
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Wide-open market. 
Act fast—ask your distributor 


STATISTICAL BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


ROASTERS 


A loss of 15.25% in April had the 
effect of dropping the four months’ vol- 
ume on electric roasters to 2.70% under 
the 1939 comparative. 

Analyzing unit sales of electric roasters 
by sizes of models, as reported by 
NEMA, it is noted that although the 
four months’ volume reflects a decline of 
2.70% from the comparable sales of last 
year, the large sized over-15-quart model 
shows a gain of 12.40% in percentage 


and of 3,587 in number of roasters sol 
The losses occur in the 7-to-10 quart siz 
which fell 67.65% or 3,827 units, and ; 
the 11-to-15 quart size which was doy 


27.54% or 767 roasters. 

12,413 roaster 
14,647 roaster 
37,236 roaster 


Saturation January 1940 — 1,000.0 
homes, or 4.1% of total wired homes, 


Roaster Sales, by Sizes of Models 


Jan.-Apr. 1940 Jan.-Apr. 1939 
% to % to 
Units Total Units Total 
1,830 5.05% 5,657 15.19% 
fs 2,018 5.57 2,785 7.48 
Over 15 quarts........ 32,381 89.38 28,794 77.33 
36,229 100 % 37,236 100 % 
REFRIGERATORS 4 Mos. 1940....... 1,153,573 refrigerators 
With sales totalling 339,693 household 4 Mos. 1939....... 871,447 refrigerator 


electric refrigerators, April established 
itself as not only the highest April on 
record but as the second highest month 
in the industry’s history—being surpassed 
only by the March 1937 volume of 352,582 
refrigerators. In comparison with 1939, 
the April volume is up 29.19% while the 
January-April cumulative is 32.37% 
ahead. Following are EEI estimates of 
industry sales, based on NEMA ship- 
ments. 


April 1940.......... 339,693 refrigerators 
262,944 refrigerators 


Saturation, January 1940— 13,701, 
homes, or 56.0% of total wired homes. 


From NEMA reports covering re 
frigerator sales by sizes of boxes, it is 
seen that the 66.99 cu. ft. models ac- 
counted for 76.23% of the January-April 
1940 volume, compared with 56.03% oi 
the comparative 1939 volume. The fol- 
lowing tabulation gives the details of 
refrigerator sales by NEMA members 
classified by sizes of boxes and shows 
the percentage of change from last year. 


Refrigerator Sales, by Sizes of Boxes 
(NEMA Only) 


4 Months 1940 4 Months 1939 %o 
(Units) (Units) Change 
Up to 4.99 cu. ft. ........... ; 53,678 88,217 —39.15% 
76,189 173,024 —55.97 
817,579 453,307 +80.3%6 
1,173 1,223 —4.09 


ELECTRIC WASHERS 


Current data released by the American 
Washer and Ironer Manufacturer’s Asso- 
ciation indicates an overall unit gain of 
16.82% in electric washer sales for the 
month of April, with the four months’ 


volume up 8.72%, compared with corres- 
ponding months of 1939. As has been true 
of all months since December, the heavi- 
est gains of the month registered in the 
“Over $70" models, which extended 
29.26% upwards of April 1939. In addi- 
tion, not only did the high priced washer 


Below $40.00 


4 Mos. 1940 


Sales by Price Classifications 


Average % 
Units Retail Price to Total 
36,487 $38.94 7.12% 
37,458 35.53 7.95 
109,015 47.57 21.28 
85,285 46.95 18.10 
215,485 63.96 42.06 
226,400 62.54 48.05 
151,288 106.90 29.54 
122,057 101.58 25.90 
512,275 71.37 100 % 
471,200 67.68 100 % 
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xcount for 30.06% of the April total, 
compared with 27.18% a year ago, but 
the average price of these models rose 
from $101.32 to $106.32. 

Among washers of other price groups, 
gnit increases for April were as follows: 
12.70% for the “Below $40” models, 
17.01% for the $40-$49.99 models, and 
989% for the $50-$69.99 models. Since 
average prices were higher in all in- 
stances than a year ago, the retail dollar 
income to manufacturers ran 23.13% 
ahead of April 1939, though unit sales 
increased but 16.82%. 

For the four months of January-April, 
the 1940 situation compares with last year 
3s follows: unit gain 8.72%, retail dol- 
lar gain 14.64%, average prices $71.37 
this year, $67.67 last year. 


126,052 washers 
Baril 107 899 washers 
512,275 washers 
471,200 washers 


Saturation, January 1940 — 14,579,000 
homes or 59.6% of total wired homes. 


Showing the highest monthly volume of 
the current year, as well as a 65.67% 
increase over the 1939 comparative, the 
April Nema volume of household electric 
ranges totalled 43,308 units. This repre- 
sented an addition of 17,167 ranges over 
the April 1939 volume and an addition of 
3665 ranges over the March 1940 sales. 
Thus in the four months of January- 
April 1940 the Nema range membership 
has sold 152,344 ranges, or 36.69% in 
excess Of the comparable volume of last 
year. 


43,308 ranges 
111,448 ranges 


Saturation, January 1940 — 2,510,000 
homes or 10.3% of total wired homes. 


IRONERS 


Counterbalancing the March loss of 
10.30% in unit sales of household electric 
ironers, the April gain of 15.79% ex- 
tended the four months’ cumulative vol- 
ad 3.47% beyond comparable sales of 
1939, 

It is further evident from the Associa- 
tion report that the trend away from the 
portable “Under $30” models, which was 
first apparent a month ago, continued 
throughout April. During April this low 
priced ironer gained but 1.25%, while 
the $30-$49.99 models rose 250.30% and 
the $80-and-Over models climbed 19.44% 
ahead of April a year ago. In all months 
previous to March, starting with Janu- 
ary 1939 when ironer sales by price classi- 
fications were first reported on a com- 
parative basis, the “Under $30” models 
have made such progress that increases 
as high as 531.86% for a single month’s 
output have been reported. The one 
classification of ironer which failed in 
April to surpass last year’s comparative 
was the $50-$79.99, which showed a drop 
of 24.52% in unit sales. 


11,984 ironers 
10,350 troners 
44,588 ironers 
43,094 troners 


Saturation, January 1940— 1,552,000 
homes or 6.3% of total wired homes. 


GAS ENGINE WASHERS 


Marked improvement in gas _ engine 
washer business was reported for April 
when unit sales registered the first in- 
crease of the year at 9.96% above the 
1939 comparative. Average prices, 
affected by the gain of 1,200 units or 
22.03% in the $70-and-Over models, 
brought $88.45, at retail, in April 1940 
compared with $83.76 in April 1939. 
Other classes of gas engine models de- 
clined in sales, the “Below $50” models 


(Please turn to page 73) 


The Line that Opens the 
Door to a Vast Rural 
Electric Range Market 


Monarch “heater” models are designed from 
the ground up for electric cooking and fuel 
heating by men who know both problems. 
Each model is a standard Monarch electric 
range built as a single, compact unit with a 
“circulating” type heater that draws cold air 
from the floor and promotes efficient heating 
through air motion. 


It is the only kitchen heater made with malle- 
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1940 


able iron lids and a deep return flue to reduce 
stack loss. It has standard Monarch “duplex” 
grate bars for efficient burning of both coal 
and wood—or can be had with a power, pot 
type oil burner. 


Thousands of potential electric range pros- 
pects need heat in the kitchen and will not 
adopt electric cooking unless they can have it 
conveniently. With this line YOU can sell 


Upper left — 
Model LNH87NC 


Left—Model LNH17NC 
Below—Model H47NC 


All above equipped with 
circulating type heater, 
17” oven, “SIDE-HEET” 
Cooker, Choice of open 
or closed surface units 
and finished in Porce- 
lain Enamel 


how the heating ele- 
ment is applied to the sides of 
the Monarch cooker. Note the 
heavy rock wool insulation at 
the sides and bottom. Also the 
glass cover so shaped that mois- 
ture drains down to lubricate 
the sides. 


It's patented! Exclusively Monarch! And a most powerful 
selling feature in the hands of a good salesman! Vastly dif- 
ferent from other cookers where bottom heat is used only for 
boiling and steaming. Monarch’s “Side-Heet” cooker is used 
for boiling, steaming—-and for ROASTING and BAKING as 
well! It serves for most operations usually done in the oven 
at a small fraction of oven cooking cost. 


Malleable Iron Range Co. 
160 Lake Street Beaver Dam, Wisconsin 
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KELVINATOR Range 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, Mich. 


Yelling Features: 1-piece welded steel 
construction, porcelain-enameled in 
side and out; I1-piece cooking top, 
vcid-resisting porcelain with back 
splash and shelves; new oversize 
2-unit oven, 16x16x19 in., heat di 
rector over lower unit: 1 piece por- 
celain enamel oven lining; porcelain 
enamel, combination roaster and 

non-tip grill, no-tilt, 


broiling pan, 

nickel-plated shelves with safety stop; 

heatseal, counterbalanced shelf-typ« 
ven door with broil stop and oven 

vent through front of wall guard: 

5-speed Chromalox surface units, 2 

heating areas that can be energized 

separately; 6 qt. Scotch kettle with 
5-speed unit; 5-speed, bi-rotary, sil- 
ver contact switches for surface 
units; switch panel has combination 
oven switch, thermostat with auto 
matic pre-heat cutout and “broil” and 

“bake” pilot lights; 3 large, easy- 
sliding utility drawers; white, non 
glare cooking top light; appliance 
outlet mounted on wall guard; black 
toe-room base; clock and automatic 
oven timer, or clock with automatic 
oven timer and Minute Minder avail- 
able as optional equipment. 

Price: $129.95 “delivered-in-the-kit- 
chen.” Two other models, ER-19 and 
ER-29 have been reduced $20 in 
price, to $99.95 and $119.95 respe 
tively Electrical Merchandising 


June, 1940 


PENNWOOD Clocks 


The Pennwood Co., 7525 Kensington Si., 
Pittsburgh, Pa. 


Vodels: Topper, Vogue, Petite and 
Moderne cyclometer type clocks. 
Selling leatures Topper, 34 in. long 
32 in. hig 3 leep, available 
valnut, Ivor r hunters green 
Vogue, kitchen wall model, 52 in 
5 Hig 34 1 dee 
( r ir ed case 
Petite, 5 w, 3 in. high, 3 
n, ce walnut, black, ivory, pe 
Mod 52 long, 32 in. hig 
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3} in. deep, walnut, ivory or hunters 
green case. 

Prices: Topper, $3.95; Vogue, $3.95; 
Petite, $2.95 in walnut or black, $3.95 
in ivory, peach or blue; Moderne, 
$4.95. Four other models complete 
line, plastic model at $5.95; walnut 
wood model at $6.95; walnut wood 
model at $7.95 and walnut wood 
model at $8.95.—Electrical Merchan- 


dising, June, 1940, 


HOTPOINT Refrigerator 


Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, III. 


Vodel: Special Bungalow model. 

Selling Features: Adapted to apartment 
installation; 4.2 cu. ft.; vacuum sealed 
Thriftmaster is larger size than pre- 
viously used; twice as much bottk 
space than in former Hotpoint apart 
ment house model of similar size; 3 
heavy gauge wire shelves plated 
against rust; extra large Speed 


Freezer equipped with two 2-lb. Pop- 
lee trays; single dial controls 16 
points of cold; heavy glass defrosting 
tray provides storage space for meats 
and ice cubes; built-in reflector light 
illuminates interior; inner and outer 
shells 1-piece steel construction, outer 
shell bonderized, inner shell porcelain 
enamel with acid-resisting reservoir 
hottom; chrome plated brass hard- 
ware newly styled.—Electrical Mer- 
handising, June, 1940. 


WIZARDAIRE Conditioners 
Certified Products Co., 2014 N. 14th St., 


Toledo, O. 
Vodeis: DeLuxe and Standard window 
type air conditioners. 


Selling Features In addition to cool- 


ee 


ing, Wizardaire provides filtered ven- 
tilation without running compressor— 
Standard 80 cfm, DeLuxe 300 cim; 
smoke exhaust selectively available 
with DeLuxe—250 cfm without run- 
ning compressor; silent, hermetically 
sealed motor-compressor unit ; cooling 
and humidity reduction capacity 
equivalent to melting 683 Ibs. ice per 
24 hrs; special design and acoustic 
treatment gives quiet vibrationless 
operation; furniture steel cabinets: 
window may be raised or lowered at 
will after installation. Electrical 
Verchandising, June, 1940. 


G-E Clocks 


General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 


Models: 8 new self-starting clocks: 4 
alarms, 3 kitchen and 1 occasional 
model. 


Selling Features: Navigator mode! 
3H-98 occasional clock designed in 
lines of real ship’s wheel in light 
brown plastic case, gold colored 
spokes, bezel and motor housing; 
light ivory dial, black and gold nu- 
merals; 73 in. high. 

Alarm models consist of Orpheus, 
7H-110 gold colored with polished 
and satin finishes, white round dial 
with decorative gold colored band 
and brown numerals; stands on 
simple pedestal 63 in. high. Gallant 
78-112 square, easel-type has gold- 
colored case polished front, satin- 
finished back light cream dial with 
autumn brown numerals. Julep 
7H-80, black plastic, round jet-like 
case with ivory dial and black num- 
bers: 44 in. high. Morning Glory 
7H-106 follows lines of earlier G-E 
alarm in gold-colored metal with 
horizontal lines; almost 5 in. high; 
also available as Morning Star 
7H-106K alluminated translu- 
cent plastic dial. 

Three kitchen models include New 
Hostess 2F-02 with new color treat- 
ment which recommends it for office, 
living room or dinette use as wall 
clock; tan plastic case fitted with 
gold-colored flange and bezel; light 
cream dial with autumn brown nu- 
merals; 74 in. high. Garcon 2H-08 
square wall-type clocks available with 
bronze-colored lacquer with gold trim 
and fittings; oven 7 in. square. Do- 
mestic 2H-10 metal cased kitchen clock 
available in ivory, green, white and 
red decorative chrome-plated ribs; 
gray and cream white dial with black 
numbers, vermilion and white mark- 
ings, storm blue hour and minute 
hands ; almost 7 in. square. 

Prices: Navigator, $5.95; Orpheus, 
$6.95; Gallant, $7.95; Julep, $5.95; 
Morning Glory, $5.95; Morning Star, 
$6.95; New Hostess, $5.95; Garcon. 
$3.95; Domestic, $4.95.—Electrical 
Verchandising, June, 1940. 


VICTOR Panelaire-Ventilator 


Victor Electric Products, Inc., 
2950 Robertson Ave., Cincinnati, O. 


Device: VS-34 Panel-aire window 
tilator. 

Selling Features: Delivers 400 cim 
easily installed in steel sash window, 
transoms or where facilities for pan 
opening exists; compact — unit 
mounted in panel (minimum siz 
11x11 in.), fits flush with inside 0) 
sash—no interference with shades ; 
venetian blinds; motor and louvr 
synchronized; downward pull 
chain opens louvre and starts moto 
simultaneously; release of chai 
closes louvre and stops motor 
weather sealed—keeps out air an 
moisture; Battleship grey ename 
outside, Silchrome grill, motor an 
blades, 8 in. diam.; 110-120 volts 
35 watts, a.c.—Electrical Merchandis 
ing, June, 1940. 


v 


M-T VAC Cleaner Bag 


Quadrex Corp., 113 W. 42nd St., 
New York City 


Device: “Sanitary triangle bag” for al! 
bag-type vacuum cleaners. 

Selling Features: Comes ready for in- 
stant attachment and immediate use; 
no zipper to clog with dust; dirt emp- 
ties irom M-T-Vac through air-tight 
“Slide-a-dor” directly into handy 
“Kleen-Kan”; air-flow dirt-guide car 
ries air passing through it above and 
away from dirt-trap. 

Price: $4.95.—Electrical Merchandis- 
img, June, 1940. 


REMINGTON Shaver 
Remington Rand Inc., Bridgeport, Conn. 


Device: New package for 90 second 
Remington Dual Close-Shaver. 

Selling Features: Shaver and access- 
ries are fitted to separate traveling 
case and entire package enclosed 
silver plated box—Butler finish 
hinged cover—that will hold 100 
cigarettes, 

Price: $16.75.--Electrical Merchan 
ing, June, 1940, 
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G-E Fans 
General Electric Co., Appliance & Mdse. 
C., Dept., Bridgeport, Conn. 
ti, O. 
VWodels: 1940 line of fans includes 7 
Ow ver “super-quiet” fans employing Vor- 
talex blades; 6 models with overlap- 
0 cfm ping “quiet” blades; several standard 
rindows types; a special 10-in. oscillating fan. 
or pane!’ Selling Features: “Super-quiet” line 
unit equipped with 3 and 4 Vortalex 
im siz blades—scientifically shaped and 
iside off pitched that every bit of blade sur- 
ades face works with maximum efficiency 
louvr: —no blades overlap; series includes 
mull small desk fan with 1-speed switch, 
$ moto oscillating or non-oscillating, finished 
chai in black or cream enamel, polished 
motor aluminum blades; medium-size oscil- 
‘ir an lating 3-blade fan single or 2-speeds ; 
ename large-size 3-blade and large 4-blade 
tor an fan; master model with 4-blades 
) volts equipped with capacitor-type motor 
handis for reducing current consumption; 
and a telescoping pedestal type floor 
fan in bronze embodying either large 
or master fan mechanism with 3 or 4 
blades respectively ; prices range from 
$11.45 for small desk type to $44 for 
master pedestal model. All models 
available for d.c. at slight additional 
cost. 
“Quiet” line consists of small desk- 
type, oscillating or non-oscillating and 
a medium size oscillating fan, both 
with 3-blades ; large oscillating model 
with 4 blades and bronze pedestal fan 
in each of the 3 sizes; prices range 
from $10.95 for small model to $34.95 
for large pedestal type; all fans in 
this series except pedestals finished in 
black enamel with polished aluminum 
blades. 
“Standard” desk fans include non- 
g oscillating fans in 8 and 10 in. sizes, 
St oscillating types in 10 and 12 in. sizes 
- priced from $3.95 to $17.95—a.c. only. 
—Electrical Merchandising, June, 
for al! 1940. 
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Sts., Buffalo, N. Y. 


Models: 2 new restyled Dayton apart- 

ment house models. 

Selling Features: Both console 3-ft. 
i model and special 4-ft. model made 

in standard dimensions to fit into 


| DAYTON Refrigerators 
Heinz & Munschauer, Superior and Randal! 


, Conn kitchen cabinet section and maintain 
on level counter top; console model com- 

pletely self-contained with compressor 

unit built into lower section; plugs 
SU into any outlet. Special 4-ft. model 
avelis designed to fit under sink and to con- 
gsed im nect to remote compressor unit or to 
sh <a: be one of a multiple system of sev- 


eral refrigerators connected to large 
compressor in basement; door handle 
handis- and hinges available on either side.— 
Electrical Merchandising, June, 1940. 


SING 


MERCHANDISE 


UNIVERSAL Range 
Landers, Frary & Clark, New Britain, Conn. 


Model: “Flight” No. 1040. 

Selling Features: Bake-fast oven 
16x16x19 in.; baking unit 2,700 watts, 
broiling unit 2,500 watts; automatic 
oven control with signal light; bal- 
anced oven heat, porcelain enameled 
lining ; counter balanced door; 1-piece 
acid resisting porcelain enameled top; 
appliance outlet on back splasher; 
5-heat Super-Heat units, one 84 in. 
2,200 watts, two 6¢ in. 1,300 watts; 
economy cooker, 660 watts; utility 
drawer 163x174x62 in.; wired for 
lamp and timer. 

Price: $99.95. Electrical Merchandis- 
ing, June, 1940. 


ECONOMASTER Heaters 
Economaster Co., Shelbyville, Tenn. 
Models: Portable E, Wall type EW, 


and Furnace register units. 

Selling Features: Model E circulates, 
radiates and reflects; “chimney” back 
of reflector provides circulation with- 
out fan; diamond embossed back of 
steel chrome reflector provides reflec- 
tion; chrome protection guard and 
handle; 1,320 watts, 110-120 volts 
a.c. or d.c. steel constructed; Nickel 
chrome heating unit; 15x16x9 in. 
EW wall type heater designed for 
bathrooms, easy to install, requires no 
special wiring; fits flush against wall ; 
provides heat circulation without 
fan; no heat radiation to back, all 
heat forced forward; diamond em- 
bossed-chrome plated reflector; 1,320 
watts, ac. or d.c. built-in switch; 
chrome and ivory or chrome and 
krinkle brown finish; 14x14x44 in. 
Furnace register unit designed for 
use in present hot-air furnace regis- 
ters; easy to install—drops into fur- 
nace pipe; continuous air flow as- 
sures instant and constant heat; 
chrome steel reflectors produce heat 
rays; super Therm heating unit; 
available in 1,320 single unit; 2,640 

2 units and 3,960 watts 3 units. 

Prices: E, $7.95; EW, $12.95; Furnace 
register unit, $6 for single unit $8 for 
double unit, $10 for 3 units. Prices 
slightly higher west.—Electrical 
Merchandising, June, 1940. 
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KELVINATOR Washer 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, Mich. 


Model: 6-DS. 
Selling Features: Designed to give 
dealers a low-priced model with 


Fabric-Saver wringer—slight pull on 
Pressure Pilot lever, on right side of 
wringer, starts rolls, adjusts tension, 
giving exact pressure for woolens, 
silks and rayons, cottons and linens; 
release bar located where operator’s 
hands are placed when putting clothes 
through rolls; 4 coil-spring wringer; 
high 3-vane type aluminum agitator, 
equipped with special bronze bearings 
on center post and in bottom of unit; 
Silent-Mesh transmission, perman- 
ently sealed in bath of oil; 5-moving 
parts; white porcelain enamel tub, 
21% in. diam., 13% in. high, mounted 
in rubber; galvannealed steel cover 
with white-baked Permalux finish; 
special-built Kelvinator motor; 8 lbs. 
capacity; automatic drain pump as 
optional equipment. 

Price: $59.95.—Electrical Merchandis- 
ing, June, 1940. 


HOTPOINT Kitchen Heater 


Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, Ill. 


Model: Zephair Hotpoint auxiliary 
kitchen heater. 

Selling Features: Designed to harmo- 
nize with any Hotpoint range model; 
adapted to newly electrified farm kit- 
chen; can be installed next to range 
on either side; door hinges can be 
located on either side; side panels 
and backsplasher match the Hotpoint 
range; porcelain enameled top in 
black with blued lids; return flue ar- 
rangement gives heating efficiency; 
fire box 74x9x15 in.; heavily galvan- 
ized ash pan with galvanized coal pan 
beneath front-feed fire door which 
will also take wood up to 15 in. long; 
air intake draft control in front; one 
model has cast iron lining for soft coal 
and wood; another for hard coal has 
fire brick lining; brass water coils or 
cast iron water-front available as op- 
tional accessories for either heater.— 
Electrical Merchandising, June, 1940. 


FLORENCE Oil Space Heater 


Florence Stove Co., 205 School S#., 
Gardner, Mass. 


Models: Florence Circulating-Radiant 
oil heater; 2 new fan type “Driven- 
Aire” oil burning space heaters. 


Selling Features: Circulating Radiant 
heater designed for dual purpose 
of supplying circulating and radiant 
heat; radiant heat control shutters 
at each end of heater can 
opened to release direct flow of 
warmed, humidified air into room; 
model illustrated is equipped with 
two 8 in. pot-type burners with low- 
fire pilot ring; similar model is avail- 
able with two 9 in. sleeve-type burn- 
ers; both types use range oil or kero- 
sene and generate heat in sealed 
chamber connected to a flue; cold air 
is drawn in at floor level, heated be- 
tween double walls and passes out at 
top and front to circulate through 
room; dark brown Crystone finish 
with front panel and top in contrast- 
ing shade of brown porcelain enamel; 
chrome grille and trim.—Electrical 
Merchandising, June, 1940. 


“Driven-Aire” heaters provide 
forced circulation of warm air 
throughout several rooms; fan unit 
may be turned off entirely while 
heater is in operation; one model has 
two 8 in. pot type burners, the other 
has two 9 in. sleeve type burners; 
brown porcelain enamel and contrast- 
ing Crystone with chrome grilles and 
trim; both models 42 in. high, 314 in. 
wide, 29 in. deep; each model has 
large rust-proof porcelain humidifier 
pan; flue connection required in these 
models. — Electrical Merchandising, 
June, 1940. 


v 


HALL Apartment Fan 
Halil Mfg. Co., Cedar Rapids, lowa 


Selling Features: Operates on same 
principle as Hall attic fan; complete 
unit, hung on inside of window; ivory 
enamel finish fitted with wood vene- 
tian blind with a slat opening and 
closing device; does not require per- 
manent installation —Electrical Mer- 
chandising, June, 1940. 
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AND You pip 
IT ALL IN JUST 
A FEW YEARS 


THAT JUST ABOUT 
MAKES ME 
ALL ELECTRIC! 


EVERY CUSTOMER 
A $1,000 POTENTIAL! 


Actual millions of well-pleasedicustomers know from personal 
cxpenence “Westinghouse” means electrical appliances that 
eve lasting satisfaction. Naturally they look for the same 
name when buying other appliagégs, and for the retailers 
displaying that nameé. 

Every Westinghouse customer represents $1000 in poten- 
val sales-—just like Mrs, Mathilde Jones in the picture. Time 
alter time, year after year, theyyGamtinue to find and buy 
‘heir faverite brand of electrical appliances. 

As a Westinghouse dealer you cam@teck and sell the Westing - 
‘ouse line to these repeat-purchase Giigtomers without burden- 
some investment. Ask your Westigghouse man for details. 
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By all means! Go after new prospects! But aa alee the old « 

customer. As a purchasing agent for a completely equipped, all- sey” 
_. @lectric home, her appliancé wants continue from year to year. \ 

4 With the Westinghouse complete line of related electrical 

_... products, you can fill more wants for more prospects, as well as 

4 “next needs” for old customers... In addition, Westinghouse offers wnl@erS 
field-tested selling helps and simplified financing plans. Active, 
time payment customers can use the 


Preferred Payment Plan which requires om 
4 Mo additional dow:t payment. [It’s the 
best yet to make two sales grow where ; 


) 
one grew before. 
Ask your Westinghouse man. He has 

@ll the details. Or write direct to De- 
- partment 180. 
WESTINGHOUSE ELECTRIC & MFG. CO. 


MERCHANDISING DIVISION + MANSFIELD, 
\ | 


\ FAMILIAR 
SF -| WITH THIS a. A OH, YES, IT'S AN 
BRAND? OLD STAND-BY 


Lh. 


WHY DON'T YOU 
PICK IT OUT NOW? 


PAYMENT PLAN WILL TAKE 
CARE OF THAT 


I'M KEEN FOR AN 
ELECTRIC RANGE, BUT... OUR PREFERRED 


ul American evening N.B.C.3 
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HOTPOINT Refrigerator 


Edison General Electric Co., 5600 W. Taylor 
St., Chicago, Ill. 


Model: Special 
model 

Selling Feat ures: l-piece steel cabinet 
white porcelain inside, Calgloss on 
Bonderized exterior; black trim, 
stainless steel base grille; 4 Pop-Ice 
trays; stainless steel Speed Freezer 
with aluminum door finished in white 
¢ algloss ; single control includes “on- 
off” switch, 16 pt. temperature ad- 
and semi-automatic defrost- 
ing: stainless steel gliding shelves 
with safety bar, safety catch, rubber 
bumpers; removable and adjustable 
in height; 6-way cold storage com- 
partment; Hi-Humidity compartment 
ior fruit and vegetable storage; Hot- 
point Thriitmaster; standard equip- 
ment includes vari-colored 3-piece 
oven pottery § set, glass butter dish 
and glass water bottle—Electrical 
Verchandising, June, 1940. 


DeLuxe Norman 


v 


AURORA Hotplates 


Kinsford Specialty Co., 3915 Powelton Ave., 
Philadelphia, Pa. 
Device: No. 25 double burner hotplate. 
Selling Features: Nichrome element; 
black glazed refractory porcelain 
bricks, left burner 340-660-1,000 
watts, right burner 620 watts; both 
burners controlled by swiches; total 
wattage 1,620, 115 volts; modernistic 
exterior available in heat retaining 
baffle, Aurora “Fiesta” colors—brown 
body with cream band, black body 
with red, orange, chrome yellow or 
dark apple green 
Price $5.95 Electrical 
ing, June, 1940, 
v 


Merchandis- 


PHILCO-YORK Timer 


Philco Radio & Television Corp., 
Tioga and C Sts., Philadelphia, Pa. 


Device: Automatic starting timer for 
Philco-York portable air conditioning 
units, 

Selling Features: Makes possible start- 
ing of air conditioner at any exact 
hour desired so room will be perfectly 
air conditioned at any specified time. 

—Electrical Merchandising, June, 1940. 
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EMERSON Attic Fan 


The Emerson Electric Mtg. Co., 
St. Louis, Mo. 


Device: 42 
cooler fan, 
Selling Features: Exhausts 8,250 cfm. 
on low speed and 11,700 cfm. on top 
speed; specially balanced blades; re- 
silient mounting; special capacitor 
motor with inbuilt, automatic motor 
protector; ball-bearing shaft; 
housing has mounting holes drilled to 
facilitate mounting at wall openings 
available as separate unit or complete 
with automatic ceiling shutter and 
all-metal plenum chamber ready for 
erection in attic; 36, 42 and 48 in., 
single-speed fans complete line.— 
Electrical Merchandising, June, 1940. 


2-speed, belt-driven 


AAA 


G-E Ventilators 


General Electric Co., Appliance & Mdse. 
Dept., Bridgeport, Conn. 


Device: G-E kitchen ventilator line. 

Selling Features: Plastic grille unit 
heads line; blades and motor assem- 
bly completely concealed by plastic 
grille which may be removed for clean- 
ing purposes; white plastic inside wall 
plate or grille, gray baked enamel 
outside wall plate and door; single- 
speed switch operated by pendant 
chain; 800 cfm air delivery; over- 
lapping “quiet” blades, flexible wire 
motor mounting for silent operation, 
adjustable wall box fits walls ranging 
from 54 to 11 in. thick; auotmatically 
operating outside door prevents en- 
trance of wind, rain, dust when fan 
is off. 

Panel- -type window fans in “stand- 
ard” and “master” sizes also avail- 
able; sliding steel end panels adjust- 
able to fit any ordinary wood sash 
window; pull switches with cords 
provide finger-tip control; “standard” 
model adjustable to fit windows 26 to 
32 in. wide; “master” adjustable from 
28 to 36 in. 

“Special” panel-type window fans 
for inexpensive kitchen ventilation re- 
quiring only screwdriver for installa- 
tion adjustable to fit all standard- 


“ 


sized wood sash windows are avail- 

* able in 8 and 10 in. sizes with sliding 

steel end panels finished in baked 
cream or white enamel with nickel 
trim, a.c. only. 
Wall cabinet type using G-E “quiet” 
overlapping blades adjustable wall 
box fits walls from 54 to 11 in. thick; 
outside shutters prevent entrance of 
rain, and dirt, pendent chain con- 
trolled; chrome and cadmium plate 
inside; stainless steel and green en- 
amel outside. 

Prices: Plastic grille unit $34.50 a.c.; 
$37 d.c.; “standard” panel-type $24.50 
a.c., $28.50 d.c.; “master” $32.50 a.c., 
$36.50 d.c. “special” 8 in. $6.95; 10 in. 
$9.95; wall-cabinet models $39.95 a.c., 
$42.50 d.c.—Electrical Merchandising, 
June, 1940. 
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UNIVERSAL Hand Cleaner 
Landers, Frary & Clark, New Britain, Conn. 


Model: 125 B. 

Selling Features: Designed with long- 
necked nozzle and compact motor to 
get into difficult corners; rigidly sup- 
ported bag; bristle bar nozzle attach- 
ment picks up threads, hairs ; natural- 
grip handle directly above motor; 
Universal suction; deodorizer and 
blower attachments available at slight 
additional cost. 

Price: $9.95 to August lst.—Electrical 
Merchandising, June, 1940. 
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AUTOVENT Kitchen Fan 


The Autovent Fan & Blower Co., 
1823 N. Kostner Ave., Chicago, Ill. 


Device: New remote control kitchen 
ventilating fan. 

Selling Features: Remote control fea- 
ture consists of conveniently located 
switch which sets special door-operat- 
ing motor into action, opening inside 
and outside doors and at same time 
fan motor starts; 1 standard size with 
adjustable, rust-resisting aluminum 
wall sleeve making it adaptable to 
any wall thickness; inside door and 
frame white enamel; quiet operating 
motors: when fan is turned off, 
motor-operated doors silently close, 
protecting fan from rain, snow and 
dust.—Electrical Merchandising, June, 
1940. 


JUNE, 


Model: 


Selling Features: 


ALLEN Oil Space Heater 
Allen Mfg. Co., Nashville, Tenn. 
DeLuxe “Twin-Eight” and 


“Twin-Ten” oil burning parlor fur- 
naces. 


Each heating unit js 
equipped with 2 heaters individually 
operated, providing maximum heat in 
coldest weather with both units burn- 
ing and saving oil with only 1 unit 
burning during mild weather; Breeze 
type burners equipped with Allen 
Super-Charger; heat escape is re- 
tarded by baffles ; low flue outlet per- 
mits easy connec tion in fireplace open- 
ing; “Heat Director Doors” pro- 
vides controlled radiant heat; circu- 
lation takes place through large grill 
at top; “Two-Tone” porcelain enamel 
finish ; “Twin-Ten” model 2104, 42 in 
high, 30 in. deep, 35 in wide; 9 gal. 
fuel tank, 100,000 Btus perhr. “Twin- 
Eight” 284, 39 in. high, 27 in. deep, 
33 in. wide, 74 gal. fuel tank, 73,000 
Btus per hr.—Electrical Merchandis- 
ing, June, 1940. 


THERMADOR Water Heaters 


Thermador Electrical Mfg. Co., 
Los Angeles, California 


Models: Lifetime Square, Series S 
(Illustrated) ; Lifetime Round, Series 
D; Lifetime Table Top, Series T3. 

Selling Features: Companion line to 
_ Utility, Model; equipped with rust- 
proof Monel Metal tank guaranteed 
for 20 years; copper and brass pipes 
connect tank with house plumbing; 
heavy gauge steel shell rustproofed 
on inside; white baked enamel finish 
with black enamel trim; 3 inches of 
insulation; hairpin tube type heating 
units with’ nickel chrome wire; double 
pole, snap acting thermostat, easily 
adjustable over wide range of tem- 
peratures; standard outlet box; brass 
drain cock provided below lower 
heating element. 

Lifetime Round Model, Series LD. 
available in nine sizes, from 8 to 120 
gallon capacities. 

Lifetime Square Model, Series 5, 
available in 30, 40 and 50 gallon sizes. 

lifetime Table Top Model, Series 
T3, available in 30 gallon size. '—Elec- 
tricul Merchandising, June, 1940. 
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1 winced. All through my talk this 
nice old lady got only one word in every 
three. “(No—not green!’’ I shouted. “I 
said ‘DULUX is easy to CLEAN’!”’ She 


got that point. 


2 “That's fine, young man,” she said. “I like things 

that are easy to clean.”’ Next, I roared into her micro- 
phone how DULUX keeps its whiteness, resists acci- 
dental bumps, grease and food stains and yellowing. 
She kept nodding approvingly. 


Just when I thought I'd finally tuned to the right 
wave-length, she popped again! “Alter? Alter what?” 
she asked. “No, not ‘alter’,”” I boomed. “I said ‘Gib- 
raltar’! DULUX keeps its whiteness because it’s a 
hard, tough finish. IT WEARS LIKE GIBRALTAR!” 


And when | showed her the Du Pont DULUX seal, 
she didn’t need her trumpet any more. She just 
pointed totheseal and said inaconvinced tone: “‘Oh, yes 

. ‘Made by Du Pont.’ They always make the best 
things. Now I know I’m getting my money’s worth!” 


DULUX 


“REGUS PAT. OFF. 


FINISH 


Feature the advantages of DULUX! It helps you sell 
refrigerators faster . . . because it’s the finish women 
want. That’s why more than 75 of all refrigerator 
manufacturers use DULUX. E. I. du Pont de Nemours 
& Co. (Inc.), Finishes Div., Wilmington, Del. 


PAT.OFF. 
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REG. U.S. PAT. OFF. 
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“AND HERE’S HOW PORCELAIN 


ENAMEL PAYS OFF!” 


WHEN you're selling space heaters, one of the selling points that 
helps win sales is the porcelain enamel finish. This is why: 

It is not affected by heat and cleans as easily as glass. Given 
only ordinary good care it will remain attractive and service- 
able for years. And when the label shows that the porcelain 
enamel is fused to Armco Ingot Iron you can assure your cus- 
tomers that the manufacturer has used the finest metal made 
for this purpose. 

Here’s another strong selling point: When the heater is 
stored in summer, dirt and dampness have no effect on its 
hard, glass-smooth surface. 

If you sell a space heater on time, you want to know that 
the finish is durable, that it won’t deteriorate with use. For 
more information on porcelain enameled space heaters, and 
the value of Armco Ingot Iron as a talking point, just write 
to The American Rolling Mill Company, 1550 Curtis Street, 
Middletown, Ohio. 


ARMCO INGOT IRON 


A NAME KNOWN TO MILLIONS 


NEW MERCHANDISE 
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NESCO Oil Space Heaters 


National Enameling & Stamping Co., 
Milwaukee, Wis. 


Models: 12 models in 1 and 2 burner 


sizes. 


Selling Features: New style cabinets 


with rounded corners and trim lines; 
deep brown, crackled, baked japan 
finish; smart new handles and knobs; 
redesigned front and side louvres al- 
low for passage of hot air into room; 
choice of long or short chimney burn- 
“Ts or economy type needle valve 
burners; steel reflector arc in long 
chimney model reflects colorful flame 
action and directs heat out through 
louvres; easy-to-light and regulate 
burners, accessible through new type 
wide front doors; one heater can be 
used as combination heater and 
cooker—has 2 burners for cooking 
and heating.—Electrical Merchandis- 
ing, June, 1940. 


_ HUENEFELD Oil Space Heater 


The Huenefeld Co., Cincinnati, O. 


Device: Combination circulating heater 


and cooker. 


Selling Features: Heater heats by cir- 


culation through top and front grills 
and by radiation from cabinet; occu- 
pies less than usual floor space be- 
cause oil tank is recessed half way in 
heater cabinet; tank is protected from 
heat by circulating air; round edge 
cabinet in 2-tone brown wrinkled 
enamel; equipped with “toe-room” 
pedestal base. Available either in 
cooker combination made accessible 
by lift top or in heater alone; comes 
equipped with either “Top-Speed” 
long chimney or “Blue-Hot” adjust- 
able wickless burners; tank holds 2 
gal.—Electrical Merchandising, June, 
1940. 
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MAJESTIC Air Conditioner 
The Majestic Co., Huntington, Ind. 


Device: No. 306 winter air conditi 

Selling Features: Automatic forced air 
heating unit for oil or gas, designed 
especially for small homes (with or 
without basements), offices, stor: 
rooms or service stations; unit 
sists of furnace, casing, oil or gas 
burner, controls; precast combustion 
chamber; humidifier, blower, motor 
pulley, belt and automatic draft con- 
trol, completely enclosed; high pres- 
sure oil burner for oil use; burner com- 
pletely automatic for gas use; blower 
circulates air through heating unit and 
distributes it; 75,000 Btus; blower 
700-1,000 cim.—Electrical Merchan- 
dising, June, 1940. 


v 
IRON FIREMAN Conditioner 
Iron Fireman Mfg. Co., Portland, Oregon 


Device: Self-firing, bin-fed winter air 
conditioner complete with furnace, 
stoker, humidifier, circulator and air 
filters. 

Selling Features: Screw conveyor 
which fits into nearby fuel bin feeds 
the coal into the unit; heater sections 
tapered toward top to allow free flow 
of expanding warm air as it circu- 
lates upward through unit; Iron Fire- 
man automatic underfeed stoker de- 
signed for particular requirements 0! 
this unit; on bituminous models cin- 
ders and ashes are removed from 
hearth and placed in covered contain- 
er located within unit; anthracite 


models arranged so ash drops from 
retort to. a pit under furnace—pit 
may be large enough to hold ash con- 
tainer or to allow. ash to accumulate 
for entire heating season; circulating 
air fan driven by separate motor, 1n 
dependent of stoker unit; controls op 
erate fan in accordance with bonne! 
temperature and heat demand; mult: 
blade centrifugal type fan suspended 
on rubber mountings; totally enclose: 
capacitor motors with built in therma! 
overload protection and_ resilient 
mounted; each unit equipped wit 
two 25x16 in. spun glass filters im 
pregnated with oil located in cold a 
return chamber; maximum output a‘ 
bonnet 100,000 Btus per hr. 

Price: $395.50 f.o.b. factory.—Elec- 
trical Merchandising, June, 1940. 
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GIBSON Refrigerator 


Gibson Electric Refrigerator Corp., 
Greenville, Mich. 


Model: CSF-630. 

Selling Features: 6 cu. ft. Super 
l'reez’r Shelf model with extra ca- 
pacity frozen food compartment, chill 
lrawer and adjustable sliding twin 
vegetable fresheners.—Electrical Mer- 
chandising, June, 1940. 


EDWARDS Attic Fan 
Edwards Mfg. Co., Inc., Minneapolis, Minn. 


Device: Comfort System No. 212. 

Selling Features: Special design Scoop- 
type fan blades, 30 in. diam; equipped 
with rubber-cradle mounted h.p. 
motor, 1750 rpm; 10,000 cfm capa- 
city. —Electrical Merchandising, June, 


BARCOL Improved Radio 
Control 


Barber-Colman Co., Rockford, Ill. 


Device: New feature on radio control 
for controlling garage doors and 
lights. 

Selling Features: Time delay button 
on dash automatically maintains cir- 
cuit to transmitter—driver merely 
pushes button as he approaches re- 
ceiving coil and it remains “on” for 
about 10 seconds, leaving both hands 
free for driving; with radio control, 
driver can unlock and open door and 
turn on garage lights from button 
on dash without stopping car, when 
leaving garage the operation may be 
reversed.—Electrical Merchandising, 


June, 1940. 
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Revolutionizes the In 


Far reaching were the effects of the first oil-burning space heater, 


which was created and pioneered by QUAKER. But as great as were 
the markets it opened, no heater to date has had anywhere near the 
sales possibilities of the new QUAKER BURNOIL HEATERS FOR 
1941—featuring exclusive, patented SYNCRO-MATIC MECHAN.- 
ICAL DRAFT! With this revolutionary development, QUAKER 
engineers have taken the guesswork out of space heating. No longer 


need reliance be placed on the chimney to provide air for combus- 
tion. No longer need factors beyond the dealer’s control cause 
him service headaches. And, best of all, no longer need oper- 
ating costs be a stumbling block to sales. For both oil and air 
are measured in exact proportions at every fire stage to pro- 
vide the lowest operating cost ever obtained with any oil- 
burning space heater! 

Dealers who have already been selling space heaters will 
realize immediately the tremendous sales advantages these 


factors provide ... for they are the only factors re- 
quired to bring the oil-burning space heater to its 
highest degree of perfection! And dealers who are just 
starting to cash in on the profit possibilities of space 
heaters will do well to look for these advantages in the 
line they select. A FREE, colorful, twenty-page book 
will give you complete details on this “heater of 
tomorrow”... the heater that is destined to revolu- 
tionize space heating. Send for your copy TODAY! 


QUAKER MANUFACTURING CO. 
233 West Erie Street ° Chicago, Illinois 
On Display at Space 516B American Furniture Mart July 1 to 17 


QUAKER MANUFACTURING COMPANY 
233 W. Erie St., Chicago, Ill. 


Gentlemen: Without obligation, please send copy of twenty- 
page book covering complete information on Quaker Burnoil 
Heaters for 1941—including full details on exclusive SYNCRO- 
MATIC MECHANICAL DRAFT. 
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THE STEWART-WARNER DUAL-TEMP OFFERS YOU THE ONLY COMPLETELY DIFFERENT 
AND EXCLUSIVE SALES STORY IN THE INDUSTRY—AND THE MOST POWERFUL ONE! 


NEW! FREEZING LOCKER holds over 50 pounds of food at 22° below 
freezing—offers savings and safeguards never known before! Preserves 
freshness and flavor for weeks at a time! Greatest demonstration feature 
in years! 


NO WILTING OR DRYING! Genuine high humidity in every inch of the 


regular storage space! 


STERILE AIR! Sterilamp rays kill bacteria, retard mold, eliminate 


ice box odors! 
NO DEFROSTING! No moisture stolen from foods to form frost! 
NEW ROOMINESS! Full shelves clear to the top—no frosty coils! 


Get all the story from your Stewart -Warner Refrigerator distributor—or write 
Stewart-Warner Corporation, Chicago. 


REFRIGERATORS STEWART-WARNER 


PRODUCT 
A DEPENDABLE PRODUCT BY A DEPENDABLE COMPANY 
Also Makers of Magic Keyboard Radios and Scotch Maid Electric Ranges 
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1 you haven't been kidded into believing that 
your discount on $119 or $129 looks as big as your 
discount on $200 or more . . . If you’re convinced 
you could go to town with something ten times as 
dramatic as a price tag to sell... 


... try TOMATO-BOUNCING!* It’s putting 
m-time profits into the pockets of several thou- 
sand smart dealers right now! 


Try TOMATO-BOUNCING* . and you won't 
have to find and sell two prospects at $119 to make 
as much as you used to make on a single sale. 


Try TOMATO-BOUNCING* . . . and sew up the 
rich replacement market —the people who once paid 
200 to $300 to replace ice boxes with something 
better, and will do ut again for another real improve- 
ment, but who just aren't interested in the same old 
faults in a new package . . . no matter how cheap. 


*TOMATO-BOUNCING describes the most 
startling demonstration the industry has ever seen 
—a demonstration of a new kind of food protection 
to replace the kind of refrigeration you're still pushing. 
It’s a demonstration that is getting Stewart-W arner 
Dual-Temp dealers over 60% replacement sales 
against some 25% for the rest of the industry . . . 
and getting those sales in the $200-and-up price 
bracket! 


With the Dual-Temp, you can make a “eer t’s 
eyes pop by bouncing tomatoes frozen hard as a 
cue-ball, without even bruising the tomato . . . and 
crack nuts on next Sunday’s roast .. . and roll un- 
baked pies around the room like hoops . . . and make 
80 ton sense to the prospect by doing it that you'll 
step her up $75 to $100 extra! Find out why—and 
how—and go to town with the Dual-Temp, the 
only refrigerator . . . 


—that answers every objection and demand of 
replacement buyers. 


—that prospects can’t duplicate elsewhere for less. 


—that has all the startling new selling advan- 
tages told below! 
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Refrig rato - Prospects Will Pay You _ 
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Electrical Merchandising Review of the Month 


June, 1940 


Roy Durstine, president of Roy Durstine, 
Inc., advertising agency for Crosley, pre- 
sents the story of a new national advertis- 
ing campaign to appear shortly. 


Left to right: G. T. Stevens, manager, Refrigeration Division; Neil 
Bauer, manager, Distributor Sales; W. M. Shipley, manager, Major 
Account Sales; W. T. Wallace, manager, Radio Division and Jim 
Beckman, director of publicity for the Corporation. 


Presenting one of the outstanding numbers of 
the new Crosley radio line at the convention 
were these smart actresses of the Bernadine 


Bayston troupe who put on the show. 


CROSLEY SHOWS NEW MODELS 
IN FAST-PACED CONVENTION 


CINCINNATI, O.—In a swift-moving 
convention at the Hotel Gibson here, the 
Crosley Corporation revealed their new 
radio sets to distributors and showed a 
new §8-ft. Shelvador refrigerator at 
$149.50 which national advertising will 
proclaim as their summer special. 

With talks by Powel Crosley, Jr., 
president; Raymond C. Cosgrove, vice- 
president; Thomas W. Berger, general 
sales manager; Neil Bauer, manager, dis- 
tributor sales; William T. Wallace, man- 
ager, Radio Division; George T. Stevens, 
manager, Refrigeration Division; R. J. 
O'Connor, manager, Washer-Range Divi- 
sion; William M. Shipley, manager, 
Major Account Sales and Duncan J. 
Morgan, manager, Market Analysis, the 
line was presented and aroused enthu- 
siastic applause. 


of radio sets and major appliances. 
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William T. Wallace, manager, Radio Division, gives a 
whirlwind presentation of the new 1940 Crosley radio 
line at the Crosley convention. “This model,” he says, 


“has a hand-rubbed finish." 


And this is a scene from the dramatized presen- 
tation of the new Crosley ranges. The girls did 
a smart selling job on the entire Crosley line 


A big national advertising campaign 
in newspapers and national magazines 
was presented by L. Martin Krautter, ad- 
vertising manager; Roy Durstine, presi- 
dent of the advertising agency and H. G. 
“Ted” Little of the Cincinnati office of 
Roy Durstine, Inc. 

The advertising on the new radio will 
be given a new theme—Glamor-Tone. 
The sets were given the name because 
of a new standard of reception they are 
claimed to have introduced in their par- 
ticular price range. The line includes 
table models, consoles, radio-phonograph 
combinations with and without automatic 
record-players, home recording devices, 
frequency modulation sets, portables and 
auto radios. Prices range from $7.95 to 
$149.95. 

The convention ran from May 24-26. 


Here is another snap from the range presenta- 
tion of the Crosley line. The girls took over the 
entire job of telling the features and prices of 
each model in the company's 1940 line. 


Raymond C. Cosgrove, left, vice president 
and general manager of Crosley talks 
things over with Powel Crosley, Jr., presi- 
dent, during convention sessions. 


Raymond C. Cosgrove, vice president and general 
manager, confers with Thomas W. Berger, general sales 
manager, at the opening of the sessions of the Crosley 
convention May 24-26 at the Gibson Hotel, Cincinnati. 


L. Martin Krautter, new adver- 
tising manager for Crosley, 
presents the 1940 advertising 
program to 300 distributors. 
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Philly Gets Ready for the Heat Wave 


In the skit above, Westinghouse presented a demonstration to the salesmen of the 
Philadelphia Electric Company on how to sell self-contained, plug-in air condi- 
tioners. The utility's retail salesmen will sell the units exclusively to the office and 
residential field in Philadelphia. At the meeting were J. H. Fisher, district 
manager for Westinghouse Supply; Austin Monty, merchandise sales manager, 
Philadelphia Electric; S.F.Myers and E. J. Hegerty of Westinghouse in Mansfield. 


Last Word in Kitchens 


KEKE 


¥ 
g 


When General Electric opened their luxurious new building at Bridgeport, devoted 
to appliance displays, this kitchen was unveiled at the Institute. In the back- 
ground are sliding panels which move on tracks allowing the central part of the 
kitchen—appliances and all move back into the wall to show the model laundry 
revealed in the far background. Kitchen was the creation of G-E designers. 


Crosley Executives in a Huddle 


It's not often you see all the Crosley big shots together at one time. But, in 
this instance, they were getting ready for a distributor's meeting held in Cincin- 
nati May 24-5 to show their 1941 radios. R. C. Cosgrove, vice president and 
general manager, presides. From left to right: George Stevens, manager, 
refrigerator division; Sam C, Mitchell, manager, automobile sales division; W. M. 
Shipley, manager, major account sales; Neil Bauer, manager, distributor sales; 
L. Martin Krautter, advertising and sales promotion manager; Mr. Cosgrove; 
T. W. Berger, general sales manager; E. Reinbold, manager, beverage bottle 
cooler division; R. J. O'Connor, manager, range-washer division and H. G. Little, 
manager, Cincinnati office of Roy S. Durstine, advertising agency. 
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_BUFFALO DRIVE SELLS 
25,232 PIN-TO-WALL LAMPS 


BUFFALO—A total of wall 
lamps were sold in a recent campaign 
sponsored by the Electrical Associa- 
tion of the Niagara Frontier in which 
dealers shared in a $4112 “kitty” built 
up by power company employes in 
addition to making a good profit on 
each lamp they themselves sold. 

Eighty-four dealers in the Western 
New York area participated in the 
campaign. The campaign model lamp 
was manufactured by the LaSalle 
Manutacturing Company. Dealers 
purchased their lamps from the Buf- 
falo Electric Company, the General 
Electric Supply Corporation and L. 
A. Wooley, Inc. 

Participation in the campaign 
divided among a complete 
electric lamp dealers, including elec- 
trical appliance dealers, furniture 
stores, hardware stores and department 
stores. 

Merrill E. Skinner, vice-president 
of the Buffalo, Niagara & Eastern 
ower Corporation and president of 
the Electrical Association of the Ni- 
agara Frontier, Inc. (formerly known 
as the Electrical League), personally 
supervised the activity which was con- 
ducted by the association’s Residence 
Lamp and Fixtures Committee of 
which Howard M. Sharp is chairman. 

The campaign was directed from 
association headquarters, with Sam- 
uel S. Vineberg, secretary of the as 
sociation, as manager. This marked 
the first time the association has spon- 
sored this type of campaign in which 
dealers had an opportunity to earn 
bonuses as a result of coincident power 
company employee lamp promotion. 

It is interesting to note that bonuses 
paid to dealers ranged from $5.88 to 
$587 and that the bonuses were prac- 
tically in direct proportion to the indi- 
vidual promotional effort put forth by 
dealers and were not dependent on the 
size of the dealers’ operations. 

One small dealer, in business but a 
short time, earned a $307 bonus. The 
three department stores participating 
earned bonuses of $88, $152 and $587 
respectively. Power company em- 
ployes sold 21,056 lamps and dealers 
had net lamp sales of 4176. 

The wall lamp featured in the cam- 
paign was a regular $3.15 lamp and 
the sale price was $1.99. A $2000 
newspaper campaign sé¢t the stage for 
the sale and 3000 power company em- 


25,232 


Was 
range otf 


ployes took the field, selling lamps 
throughout the Western New York 
area. 


To participate in the campaign, the 
dealer was required to buy 18, 6-inch 
bowl wall lamps of his own choosing 
from his regular jobber; buy 6 cam- 
paign special wall lamps through his 
regular jobber and agree to sell them 
at $1.99 cash or at 50 cents down plus 
two monthly payments of 85 cents 
each—to be collected by the power 
company. 

The dealer was asked to promote 
the wall lamps to the best of his ability 
for the four-week period—Feb. 12th to 
March 9th—using at least one win- 
dow display for one week and a con- 
tinuous store display. 

Dealers who already had large stocks 
of assorted wall lamps were allowed 
to make their initial order of 18 con- 
sist of the campaign model. But 
these lamps, in such cases, were not 
included in the net sales. 

Thus, there was a purchase of over 
1600 lamps besides the 4176 which 
dealers were able to count as their 
net sales in the campaign. The bonus 
returnable to dealers from the “kitty” 
built up by the power company em- 
ployes was equivalent to 98 cents a 
lamp purchased by the dealers. 

The dealer paid $1.35 for the lamp 
he sold for $1.99 and made a straight 


profit of 64 cents a lamp. Add to 
this the 98 cents a lamp from the 
JUNE, 


“kitty” and the dealer realized a tot, 
profit of $1.62 on each $1.99 lamp } 
sold. 

Power company employes made 5 
cents for themselves on each lam; 
they sold. For every lamp sale mad 
by an employee of the power con 
pany the League put ten cents into th 
advertising fund and 20 cents into ¢} 
dealers’ “kitty.” Thus for every lan, 
purchased or sold by a power con 
pany employee, 20 cents was adde 
to the dealers’ “kitty.” 

The “kitty” was distributed to ay 
thorized dealers in the same ratio tha: 
the number of the campaign lamp, 
they bought up to the close of th. 
campaign bore to the total of su 
purchases by all authorized dealers 
The amount due each dealer was pri 
sented to him in voucher form, thi: 
voucher to be cashed only through hi. 
regular jobber. 

Twelve pieces of window and 
terior store display material were fur 
nished all cooperating dealers wit 
their first order of lamps. So su 
cessful was the campaign and so grea: 
an interest did dealers show in 
that the association’s Residence Lam: 
and Fixture Committee is now invest 


gating the possibility of a Dining 
Room lighting Fixtures Campaign for 
the Fall. 


BUFFALO LEAGUE RE-ORGANIZES 


BUFFALO—Announcement of the 
incorporation of the Electric Associa- 
tion of the Niagara Frontier, Inc 
was made at a meeting of the board 
of directors in Buffalo May 11. 
Merrill Skinner was _ elected 
president of the membership corpora 
tion, which succeeds the Electrical 
League of the Niagara Frontier. The 
new corporation will continue _ th 
policies laid down in 1923 and will 
foster educational programs to bring 
about better living through the proper 
use of electrical appliances and equit 
| ment in home, office, store and fac 
tory. 
| 


Robert D. Glennie and Raymond 
W. Mitchell were elected vice-presi 
| dents and Richard Wahle, treasurer 
Weldon D. Smith was elected to serv: 
on the executive committee. Samuel 
S. Vineberg, manager of the corpora 
tion, was elected secretary. 


Kelvinator's "Glamor Girl" 


Miss Shirleyan Gibbs of Detroit, ‘Miss 
Kelvinator of Michigan" gets a send-off 
from J. Nelson Stuart, Kelvinator adver- 
tising manager, as she departs for a trit 
to Washington to meet the First Lady 
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Range, Roaster, Water Heater 
Campaign Under Way in Montana 


BUTTE, MONT.—An electric cooking 
and water heating campaign has been 
launched by power company and dealers 
in Montana which will keep things busy 
during the spring and early summer 
months. A quota of 1,500 electric ranges 
and rangettes, 375 roasters and portable 
ral iges and 200 electric water heaters has 
been set for Montana Power Company 
and dealer sales men to meet during the 
period from April 15 to July 13th. Dur- 
ing the campaign, The Montana Power 
Company will quote all electric ranges 
on an installed basis for the average 
residence installation, regardless of 
whether or not the wiring is already in- 
stalled, the featured price being $114.50 
for the Westinghouse “Chieftain” range, 
installed. No deduction is made to pur- 
chasers who already have wiring in their 
homes. It is the hope of the power 
company that dealers will also quote 
prices on an installed basis. 

An intensive advertising campaign is 
under way, including both weekly and 
daily newspapers, window banners and 


counter cards and bill inserts. Fifty-six 
bill boards were posted during May. In 
addition, dealers were allowed a $10 
advertising allowance for every new elec- 
tric range sold and placed in service on 
power company lines during the period 
of the campaign. This did not include 


ranges on R.E.A. lines, nor electric 
water heaters, nor portable cooking 
devices. 


During 1939, combined power company 
and dealer sales in the Montana district 
totaled 1,294 electric ranges and rang- 
ettes, of which 828 were dealer sales; 758 
roasters and portable ranges, of which 
dealers sold 360; 1,629 hotplates, of which 
dealer sales amounted to 1,317 units; and 
172 electric water heaters, of which deal- 
ers sold 92. Quota for this year’s sum- 
mer activity is set at a higher figure 
than the total for all last year, with a 
concentrated program of activity which 
seriously proposes to meet the goal. Deal- 
ers have been furnished with a schedule 
of power company advertising, so that 
they may tie-in with their own ads. 


1940 
CLECTRIT RANGE 


Looks like movie lobbies are becoming the dealer's best display ground. 


FAST AS FIRE 


THE FLAME 


In this 


instance, the Erie (Pa.) Lighting Company and the Erie County Electric tied in 
with the Modern Kitchen Bureau's spring range promotion with a display in the 


lobby of the Warner Theatre at Erie. 


S. C. Smith, general manager of the 
Zion's Cooperative Mercantile Institu- 
tion's wholesale and electric appliance 
department completed his fiftieth year 
of service with the company a short time 
ago. The memorable occasion was cele- 
brated by a ceremony during which Mr. 
Smith was presented with a diamond 
ring. Smith is here shown receiving the 
gift from one of his staff. 
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LAUER NEW HEAD OF 
ACMA 


Stewart FE. Lauer, president of the 
York Ice Machinery Corporation, was 
elected president of the Air Conditioning 
Manufacturers’ Association May 11 dur- 
ing the annual meeting at Hot Springs. 
Virginia. The Association lists as mem 
bers the seven leading concerns in the 
air conditioning industry. 

Other officers elected were: vice presi- 
dent, Stuart M. Crocker, manager of the 


air conditioning department, General 
Electric Company; and treasurer, P. A. 
McKittrick, general manager of the 


Parks-Cramer Company. 

The board of directors of the Air Con- 
ditioning Manufacturers’ Association is 
as follows: chairman, P. Y. Danley, 


manager of the air conditioning depart- 


ment, Westinghouse Electric & Manufac- 
turing Company ; 
pi vice president of the Carrier 
Corporation; Stuart M. Crocker, man- 
ager of the air conditioning department, 


General Electric Company; J. M. Fern- 
ald, general manager of the saker_ Ice 
Machine Company, Inc.; F. D. Kirk, 


Vilter Manufac- 
Lauer, president, 


general sales manager, 
turing Company; S. E. 


vice chairman, E. T. | 


York Ice Machinery Corporation; P. A. | 


manager, Parks- 
and H. R. Sewell, 


McKittrick, general 
Cramer Company ; 


vice president of the cooling and air con- | 
Sturtevant | 


ditioning division, B. F. 


Company. 


1940 


Here's the sales organization of the A. A. Schneiderhahn Co., Des Moines, la., 
lined up for a picture at the recent Zenith meeting in Chicago. Left to right: 
Earl Clinker, G. W. Onthank, G. B. Thomas, Jack Miner, E. D. Bevington, H. L. 
Jackson, Frank Davidson, John Geobel, W. H. Huntsbarger, Carl Sheffielbein and 
A. A. Schneiderhahn. The company distributes Leonard, Zenith, Easy, Duo-Therm 
and Magic-Aire. 


The Face on the Salesroom Floor 


So closely has the symbolic figure of Redd Kilowatt become associated in the 
minds of the public with the activities of the El Paso Electric Company that 
that company uses the little character almost in place of a signature. Particularly 
striking are the illuminated billboards of the company, which portray more than 
a life-sized electrical brownie in action, or overseeing whatever activity is pre- 
sented in the story of the advertising. Reddy also appears in newspaper adver- 
tising and in window displays. Latest novelty is the inlaid picture of Reddy 
Kilowatt in colors enclosed in a circular pattern which has been incorporated into 
the design of the linoleum floor of the company's main salesroom at El Paso, 
Texas. The construction was handled by local workmen. 


This Goes ‘Round and ‘Round 


G. L. McClanahan of the Field Furniture Co., Ashland, Ky., sends us this picture 

of a window display which has stopped thousands. Three Westinghouse refrigera- 

tors occupy the circular disc in the center which is 10 ft. in diameter and revolves 

slowly. Throughout the day and until 10 o'clock at night, the big wheel kept 

rotating and the signs spelling out their selling message. Trick of the window 
was the balance required to keep it rotating evenly with its weight. 
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A New Apartment Size Sandusky 
Washer Re-styled for Easier Selling 


Here’s a brand-new piece of merchandise 
made by the makers of the famous FAULTLESS 
Washers. It’s built like a large washer and is 
keeping dealers busy writing orders! Smart, 
streamlined design... big tub... 4-blade 
agitator ... powerful electric motor .. . de- 
tachable wringer . . . overall height only 28 
inches. Write for descriptive literature, 
prices, and don’t fail to 


SEE THIS OUTSTANDING 
SMALL WASHER AND 
THE NEW FAULTLESS 
LARGE WASHER LINE AT 


SPACE 831 


AMERICAN FURNITURE MART 
CHICAGO « JULY 1-12, 1940 


Sales Mahing Merchandising Helps! 


Descriptive folders, and cooperative 
display pieces, will be furnished to 
help you cash into the fullest possible 
extent on this great little washer— 
built and priced to fit into any home! 
Get the details! 


Ideal for the busi- 
ness woman 


A great helpto 
young mothers 


Always on hand for 
the busy housewife 


HOLLAND-RIEGER CORPORATION 


Subsidiary of Apex Electrical Manufacturing Company 
MAIN OFFICES: SANDUSKY, OnIO 
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Branches and Warehouses in 15 Cities 


For Your 


INFORMATION 


At the recent NRDGA convention, “Mrs. 

Typical Consumer" was snapped with this 

“Moistmaster” Kelvinator, her choice for 
1940, 


Installation of 5,710 Norge refriger- 
ators of four and six-foot cubic ca- 
pacity has been completed in the huge 
Queensbridge and Red Hook low- 
rental apartment projects of the New 
York Housing Authority. 

The $12,230,000 Red Hook devel- 
opment in Brooklyn will provide ac- 
commodations for 2,545 families. The 


Queensbridge project, on the East 
River near the approach of the 
Queensborough Bridge, will house 
3,165 families. 

The refrigeration contract for the 
dual project was awarded to C. B. | 
Warren, president of the Warren- 


Norge Company, Inc., New York dis- | 


tributor for Norge Division Borg- | 
Warner Corporation. 

** * 
_The Hoover Company of North 
Canton, Ohio, makers of electric 


cleaners, established three new marks 
during the recent sales contest which 
ended in April. March sales were the 
greatest of any March in the last 
decade. April sales were the greatest 


R. B. Evans, vice- 
president of 
Evans Products 
Co., runs this 
sales meeting of 
the Buhl Sons 
Co., Detroit dis- 
tributors of Evan- 
oil space heaters. 


JUNE, 


of any April in the last decade. Dur- 
ing the last week in April, sales were 
the greatest of any single week in 
Hoover's history, regardless of month, 


* * * 


A 100 per cent increase in produc- 
tion facilities at the plant of the 
General Shaver Division has been an- 
nounced by Harry Landsiedel, vice- 
president of Remington Rand, Inc, 
and general manager of Bridgeport 
operations. 


* * 


The Laurel Electric Appliance Cor- 
poration store has been opened at 74 
Webster St., North Tonawanda, N. Y.,, 
with a complete line of electrical 
appliances. S. Paul is proprietor 
of the new store. 


* * *& 


April sales of dry shavers by 
Schick Dry Shaver, Inc., were 360 
per cent above those for the corre- 
sponding month last year and the 
company’s business for the first four 
months of 1940 represented an_ in- 
crease of approximately 170 per cent 
over the similar period of 1939, it 
was announced today by Kenneth C. 
Gifford, general sales manager. 


* * * 
Plans for a half-million dollar ex- 
pansion program at the Mansfield 


plant of the Westinghouse Electric 
and Manufacturing Company is an- 
nounced by L. E. Osborne, manager 
of manufacturing and engineering of 
the Westinghouse Merchandising Di- 
vision. Work will start within a month 
on the expansion program, which will 
increase the Mansfield plant’s capac- 
ity in production of household refrig- 


erators by one-third, Mr. Osborne 
said. Cost of the program, including 
buildings and equipment. will be 
somewhat in excess of $500,000. 
@ 
Shipments of Crosley electric re- 
frigerators for the month of April 


were the largest for any single month 

for the past three years, Thomas W. 

Berger, general sales manager, The 

Crosley Corporation, reported recently. 
* 

The Joseph R. Baldwin & Co., Inc., 
Buffalo electrical appliance dealer, es- 
tablished in 1895 and operating since 
at 120 Genesee St., has purchased the 
property at 52-54 Genesee St. The 
old buildings on the site have been 
razed and a new two-story fireproof 


Here's the an- 
nual Evanoil sales 
meeting of Jan- 
ney - Semple- 
Hill & Co., Min- 
neapolis. J. O. 
Wilson isin 
charge. While, 
below... 
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Schick Shaver are now crashing the mar- 

ket with a “Lady Schick" electric shaver. 

It sells for $15, comes packed in a suede 

bag with other shaving accessories. This 
gives you the idea. 


structure will be erected and occupied 
by the Baldwin firm. Joseph R. Bald- 
win, president, and son of the founder 
of the business, expects that the new 
building, costing $40,000, will be com- 
pleted about Sept. 1. 


* * * 


Group insurance for all employees 
of Wabash Appliance Corporation and 
their subsidiaries, Wabash Photolamp 
Corporation and Sun-Glo Lamp 
Works, Inc., has been announced at 
the Wabash executive offices at 
Brooklyn, N. Y. 

The plan which was underwritten 
by The Equitable Life Assurance So- 
ciety, calls for a four-point complete 
coverage amounting to about $1,000,- 
000, including life, health, accident 
and hospitalization insurance, without 
cost to about 700 employees in the 
offices and factories of the corpora- 
tion, and in all branch offices. 


* * 


The Wilbur B. Driver Company of 
Newark, New Jersey, manufacturers 
of Tophet Nickel-chromium resistance 
wire, again are exhibiting at the Hall 
of Industries Building at the World’s 
Fair. 

The feature of this exhibit is a com- 
plete display of the newest electrical 
appliances for the home. 


* 


Coincident with a sharp step-up in 
factory production, the Norge Divi- 
sion Borg-Warner Corporation is 
scheduling for early release a national 
newspaper advertising program of rec- 
ord size. 

The program, according to James 
A. Sterling general merchandise man- 
ager for Norge, will involve a series 
ot dominating advertisements in 164 
major cities throughout the United 
States, in addition to full color pages 
in metropolitan supplements and space 
in approximately 2,900 country and 
small town newspapers. 


J. S. Sayre, vice-president in charge 
of sales, Bendix Home Appliances, 
Inc., says factory shipments show a 
sharp rise for the first four months 
of the year. “As of April 30th,” 
states Mr. Sayre, “factory dollar vol- 
ume exceeded 77% of the entire twelve 
months 1939 figure. 


GE “pIAL- -THE-F $998 
AUTOMATIC IRO 


(Cat. No. 11 


$599 


IRONING TABLE 
(Cat. No- 78x51 AND 


Total Value $1 4% wit 


G-E “DIAL-THE-FABRIC” 
AUTOMATIC IRON 


Streamlined. 
“Dial the fabric’’ heat control. 


Compensating thermostat. 
Moulded handle and thumb rest. 


Fast heating Calrod unit produces even sole- 
plate ironing temperature. 


ye 


6. Button nooks to save buttons. 
7. Chromeplate finish, attractive, durable. 
8. Heel rest to save lifting. 
9. Long-life cord set, moulded rubber plug. 
10. 1000 watts for faster ironing. 
11. Weighs only 414 pounds. 
12. List price $8.95. 


G-E “MET-L-TOP” 
IRONING TABLE 


1. All metal—will last a lifetime. 
2. Lightweight—warp-proof—fireproof. 


3. Vapor-vented—vents carry off steam and aid 
in faster ironing. 


4. Patented folding legs—fold easily without 
adjustment. 


5. Rigid construction—standard size. 
6. List price $5.95. 


ELECTRICAL MERCHANDISING—JUNE, 1940 


the Time Anywhere 
GENERAL GS ELECTRIC 


IRON and IRONING BOARD 


COMBINATION 


APRIL Ist to JULY Ist 


COMPLETE 
ADVERTISING PROGRAM 


THIS 
OUTSTANDING OFFER 


is backed b 
Y comple 
si 
Pages, Folders, 


Pennants 
Mats,” Newspaper ad 


* 
See your G-£ pj 
stributor 
once to tie in with this com. 
merchandising offer, 
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AMERICA’S FINEST ELECTRIC BROILER 


current, 


truly outstanding. 


A MONEY-MAKING 
"NATURAL? 


the Broilking Aristocrat’ 1s 
he growing popularity of ta 

d-of-mouth advertising 
makes thisa fast- 


in ont 
broiling. Wor 
by enthusiastic users 
moving, steady, 
ialmarket 
the potentia 
nce has hardly been scratched! Broil 
ance lias 
QUALITY throughout— desig 
hip, selling features! Other 
rom $6. 75 to $8.65. 


forthisnew appli- 


king 1s 
workmans 
| models listing f 


* IT’S COOLER...saves heating up the 
kitchen in summer. 


* IT’S ROOMY... holds a steak, 
8 chops, 2 broiling chickens. 


* IT’S FASTER... broils in half the time. 
* IT’S MORE ECONOMICAL... uses less 


* A DOZEN OTHER features make it 


ARISTOCRAT No.400 


List 
Price 


everyday seller — yet Ul HII 


| 


UNDERWRITERS’ 
Y LABORATORIES 


BY 


Write for 
the Broilking 
Profit Story 

today ! 


INTERNATIONAL APPLIANCE 


Metropolitan and Morgan Avenues, Brooklyn, N. Y. 
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| experience in the forge plant. 


| who was 


| Kew Dasitions of the Mouth 


Norge 


Promotion of H. H. Whittingham to 
the assistant general managership of 
Norge Division Borg-Warner Corpora- 
tion, is announced by Howard E. Blood, 
president and general manager. 

Whittingham has been identified with 
the automotive and accessory fields 
since 1919. A post-war job took him to 
Buick where he gained initial production 
A year 
later he became production manager for 


the Canadidn Products Division of Gen- | 
eral Motors of Canada under Mr. Blood 
general manager. In 1923, 
when Blood asumed charge of the De- | 
troit Gear and Machine Company, Whit- | 
tingham accompanied him as production | 
manager. 


H. H. WHITTINGHAM 


Whittingham was made secretary, al- 
though still retaining his responsibilities 
with Detroit Gear & Machine Company. 
He since has held various executive posi- | 
tions with Norge, including that of 
assistant salesmanager. Early last year 
he was made vice-president in charge of | 
engineering. In his new capacity as vice- 
president and assistant general manager, | 
he will supervise engineering, production | 


When Blood organized Norge in 1927 | 


and sales. 
Samson-United | 
Neil O. Broderson, Chairman of the 
Board, Samson United Corporation, 
announces that H. A. Potsdam had 
been elected president of the com- 
pany to succeed A. O. Samuels, who 
resigned recently as president and 


director. 


Mr. Broderson explained, “Since his 


appointment a few months ago as 
executive vice-president and general 
manager, Mr. Potsdam has effe cted 


many changes in the company’ s poli- 
cies and activities which are improving 
the company’s position in trade circles 
and in its own industry. Further im- 
provements through engineering, re- 
search and production facilities are 
contemplated.” 

The newly elected president an- 
nounced that Mr. William G. Church, 
Jr., had been appointed vice-president in 
charge of sales under the new set-up. 

Mr. Potsdam stated that, “Mr. 
Church brings to the company a broad 
background of national sales experi- 
ence in the electrical field. Plans 
have been completed to effectuate the 
new sales, advertising and promo- 
tional policies of the company and to 
further develop the distribution of 

Samson electrical appliances”. 

“Mr. Church, until last Monday, 
was associated with the National 
Enameling and Stamping Company of 
Milwaukee. Previously he was sales 
manager of the Silex Company, the 
Beardsley & Wolcott Manufacturing 
Company and the Commercial Division 
of Landers, Frary and Clark.” 


JUNE, 


Horton 


Verne F. Hannon, sales manager 
of Horton Manufacturing Company 
announces the transfer of Willis M. 
Marshall from the Denver and Sal 
Lake City territories to the Centra! 
and Eastern Minnesota area. He will 
make his headquarters in Minneapolis 
This Minnesota territory, according 
to Mr. Hannon, is showing increased 
activity on the entire Horton line. 


Westinghouse Lighting 
Richard G. Slauer, formerly with the 


commercial engineering department 
the Westinghouse Lamp Division, 


RICHARD SLAUER 


Bloomfield, N. J., has been named dis- 
trict engineer for the Division's north 
eastern district, according to a recent 
announcement by F. S. Kinsey, distric: 
manager. 

In his new position Mr. Slauer will 
lend engineering assistance to the West 
inghouse sales torce from New England 
to Maryland. 


G-E Radio and Television 


P. A. Tilley, who for more than a 
year has been manager of distribution 
services for the General Electric appli- 
ance and merchandise department, Bridge- 
port, Conn., has been appointed assist- 
ant manager of the company’s radio and 
television department, and in the absence 
of Dr. W. R. G. Baker, manager, wil! 
be in charge of all of the cas ge 
activities, it has been announced by H. 
Andrews, vice-president. 


Farnsworth 


Appointment of E. J. Hendrickson as 
sales manager of the Farnsworth division 
was announced here recently by Pierre 
Boucheron, general sales manager 0! 
Farnsworth Television & Radio Corp 
ration. I. C. Hunter, who has headed 
the Capehart sales staff for many years 
continues as sales manager of this divi- 
sion. Mr. Boucheron said the appoint 
ment of Mr. Hendrickson rounds out t! 
company’s executive personnel in the 
sales department. 


Easy 
J. J. Nance, general sales manage: 
of the Easy Washing Machine Cor 


porati mn, 
ment ot 


has announced the appoint 
two new district sales man 


agers. 

J. A. Grady of Ridgewood, New 
Jersey, formerly associated with Uni 
versal and Philco, becomes distri 
manager in charge of the State o 
New Jersey. Mr. Grady, prior to h 
affiliation with Universal, was an Eas 
salesman in Metropolitan New Yor! 
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. H. Dowd, a former Easy district 
manager, has also returned to take 
S rge of the Northern Michigan area. 

Dowd for many years was affil- 
awe with the Easy sales organization 


in Ohio. 


Eureka 


O. H. Golberg, Eastern regional 
manager of the Eureka Vacuum 
Cleaner Company, announces the ap- 
pointment of R. O. Boynton as man- 
aver of the Eureka Boston sales di- 
vision. This appointment is effective 
as of May Ist, 1940. Also, effective 
as of the same date, Frank C. Dwyer 
has been appointed wholesale dealer 
contact man, assisting Mr. Boynton 
in the Boston division. 


R. O. BOYNTON 


Mr. Boynton has been associated 
with the Eureka Vacuum Cleaner 
Company for many years, serving in 

arious positions in the sales and ad- 
divisions, and has had 
wide experience in the vacuum cleaner 
business. 


FRANK C. DWYER 


Mr. Dwyer brings to the Eureka 
Company extensive experience in the 
appliance business, having previously 
been associated with a leading refriger- 
ator manufacturing company for sev- 
eral years. 


The above changes are in keeping | 


with Eureka’s new national policy of 
merchandising vacuum cleaners 
through dealers exclusively. 


Crosley 


The appointment of Roscoe L. Hamble- 
ton as manager of the Foreign Division 
of The Crosley Corporation, was an- 
nounced recently by Thomas W. Berger, 
general sales manager of the company. 
Mr. Hambleton comes to Crosley from 
the Overseas Division of General Motors. 

His export activities extend over many 
years of residence abroad, principally in 
the far East where he formerly operated 
lis own engineering and distributing 
rganization. Sich well-known compan- 
ies as Frigidaire, Atlas-Imperial Diesel 
Engine Co., Kermath Manufacturing Co., 
Evinrude Motor Co., Hall-Scott Motor 
Co., Fageol Motor Co., Bristol Co., 
Boeing Airplane Co., Weber Show-Case 
ind Fixture Co., and others were repre- 
sented. 


SPEEDS WASHER SALES! 


Dependable! That’s a favorite description of Sunlight 
washer motors among the millions of housewives who use 
them. And no wonder! 


The Sunlight motor is backed by more than 23 years of 

specialized experience. Each Sunlight motor is“ tailor-made” 

for its job—for the particular type of washing 

machine on which it is used. So, it has features that 

fe make it virtually trouble-free. Some of these are 
shown in red above. 


The starting switch is so rugged that tests show it 
. to be dependable for 4000 years of normal use. 
Two fans cool the motor for top efficiency, and 
safeguard against heat damage. High starting and 
pull-out torques provide triple the full rated power, 
if needed, as a margin of safety. The rotor is welded, 
thus precluding the possibility of trouble from 
melted solder. The bearings lubricate themselves. 


It’s wise to tell your customers about the dependable 
Sunlight motor. It helps sell washers. Sunlight 
Electrical Division, General Motors Corporation, 


Warren, Ohio. 


DEPENDABLE WASHING MACHINE 
MOTORS FOR TWENTY-THREE YEARS 


SUNLIGHT 


NEL 
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WITH "ALL: PORCELAIN’ 


Here’s how to estimate YOUR 
refrigerator replacement 


mar ket: -—~ From your local light company get the number 


of their domestic customers in your retail area. One-half of these domes- 
tic meter owners will be a conservative estimate of the number of electric 
refrigerators in use. Of this number, according to the February 21st issue, 
Air-Conditioning & Refrigeration News, 9% will be 10 years old or older; 
17% will be 8 or more years old. These are the folks who need the new 
and improved boxes. 


Here’s how you can capture 
those replacement sales with 


LUSTERLITE ENAMELS 


The owners of the older boxes paid an average of $275.00 each for them. 
But they could afford to. They were members of the well-above-the-aver- 
age-income group. Most of them still are. They can afford the best. Half 
of them have all-porcelain boxes — and the overwhelming percentage of 
these owners want the same finish on their next box. Half of them own 
synthetic finished exteriors — and by far the greater percentage of these 
want a better finish on their next box. 


Sell them the all-porcelain box. It brings you both customer satisfaction 
and a longer profit. LUSTERLITE Porcelain Enamel is absolutely 
immune to cigarette burns, fading, or ordinary household abuse. It 
affords enduring beauty and positive sanitation. LUSTERLITE Porcelain 
Enamel is “the lifetime finish.” Invariably — the more LUSTERLITE 
Porcelain Enamel on the appliances you sell—the more profit for you. 
For a free copy of the 96 page book “How To Increase Your Sales” 
address: CHICAGO VITREOUS ENAMEL PRODUCT COMPANY 
1407 S. 55th Court, CICERO, ILLINOIS 


CHICAGO VITREOUS 


JUNE, 


Electrical Exports Up 22.4% in 
March 


WASHINGTON, D. C.—The largest 
monthly volume of electrical equipment 
exports in many years was_ shipped 
abroad from the United States in March 
and was valued at $12,971,734, an in- 
crease of $2,374,391, or 22.4 per cent, 
over the February total of $10,597,343 

A still greater advance was evident 
in a comparison of the trade during 
March of this year and the corresponding 
month of 1939, the increase amounting 
to $2,964,765, or 29.€ per cent. 

Foreign shipments of electrical equip- 
ment totaled $34,342,876 during the first 
3 months of the current year compared 
with $24,672,867 during the corresponding 
period of 1939, an increase of $9,670,009, 
or 39.2 per cent. 

Among the leading items in the March 
advance were radio, refrigerator and 
wire products. Exports of radio re- 
ceiving set exports improved = from 
$730,417 in February to $1,073,925 in 
March; those of transmitting sets and 
apparatus from $206,575 to $243,953; 
radio receiving tubes from $240,894 to 
$305,925; and receiving set components 
increased to $592,832 from the February 
total of $509,008. 

A considerable advance was made in 
foreign sales of electric household re- 
frigerators when sales increased from 
$681,259 in February to $1,034,792 in 
March. Exports of commercial re- 
frigerators, up to 1 ton capacity, regist- 
ered a smaller increase from $93,275 to 
$137,614, as did shipments of parts for 
electric refrigerators which improved 
from $407,436 to $433,623. 


A Stewart-Warner 
"Bear" 


Listed as being in the household ap- 
pliance business is George Wilson, gal- 
loping end on the Chicago Bears pro- 
fessional football team. “Ducky” is an 
ex-Northwestern University player who 
puts in his moments when he isn't kick- 
ing a ball around out in the household 
appliance department of the Stewart- 
Warner Corporation. He stands 6 ft. 
| in, and tips the beam at 190, and can 
almost pick up a refrigerator under his 
arm and carry it around. 
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NEWS 


April 8 to May 4 was the period of 
the electric refrigerator campaign 
sponsored throughout northern Cali- 
fornia by the Electric Appliance So- 
ciety. More than 21,000 column- 
inches of newspaper advertising space 
were used in more than 250 daily and 
weekly newspapers over the Appli- 
ances Society’s signature, this being 
supplemented by a generous advertis- 
ing program on the part of local 
dealers. 

* * 


O’Connor, Moffatt and Company’s 
electrical appliance department de- 
voted the third week of April to its 
annual Home Appliance Fair, with 
demonstrations of electrical appliances 
in continuance operation from 11 a.m. 
to 4 p.m. San Francisco newspapers 
carried announcements of the event in 
full-page ads. 


* 


The California Refrigerator Com- 
pany, San Francisco, announces the 
opening of a new department covering 
vacuum cleaner and washing machine 
parts, having taken over the stock of 


the business formerly operated by 
A. H. Kittle. 

* «© 
“Arrangements to bake your own 


cake in an electric range will be made 
at a place convenient to you”, offers 
the Bureau of Power and Light of 
Los Angeles, urging prospects to try 
cooking on an electric range for them- 
selves. The present campaign on 
electric cookery again features the 
safety element of “matchless” electric 
ranges, offering terms through dealers 
of 5 per cent down and as little as 
$2.96 per month. 


* * 


“A sale of five cities” advertised 
Breuner’s, which has branch stores in 
that number of California communi- 
ties. The sale involved special prices 
on washers, ironers, refrigerators and 
vacuum cleaners. 


* * 


F. H. McGinnis of Sacramento, 
Calif. announces the appointment of 
Gerald Kirven as sales manager of his 
appliance store. Kirven comes to 
Sacramento from Amarillo, Texas, 
where he was sales manager of a 
department store. 


LASHES 


Looking forward to summer warm 
weather is the advertising of electric 
roasters being featured by the North- 
western Electric Company of Portland, 
Oregon. This power company empha- 
sizes the low rates available in Port- 
land by quoting comparative figures on 
how much it would cost to cook one 
meal daily in a roaster (a) in Portland 
and (b) in Seattle, where “the low 


In Santa Fe 


J. O. McCauley, of Santa Fe, New 
Mexico (right) with two of his salesmen, 
await the coming of Kelvinator cus- 
tomers with keys to the Treasure Chest. 
Mr. McCauley, who has been president 
of the local Electrical League, believes 
in advertising and ties in with most of 
the national promotions. 


rates of the municipal power system 
have been much publicized.” The fig- 
ures show definitely lower costs in 
Portland. 


** * 


Universal’s offer of a storage cabi- 
net in exchange for trade-in of the old 
vacuum cleaner in purchase of a Uni- 
versal was supplemented by Grunbaum 


H. D. Burns of the Bryant Electric Company of Los Angeles is one of those dealers 
who believes in electrical equipment to the extent of using it in his own home. 
Here is his recently built six-room home in San Marino, Calif. which is electrical 
throughout. He himself addresses a loudspeaker in front of the main switch 
board of his house, while Mrs. Burns is shown cooking on the new Westinghouse 


automatic range. An 8-cu.ft. refrigerator and a 52-gal. water heater are also 
H 


available for con 


Bros. in Seattle by an additional offer 
of $5 or more for the old equipment. 


* * * 


Rate reductions in Spokane went 
into effect on April 25th and brought 
out considerable promotional adver- 
tising on the part of the Washington 
Water Power Company. Ranges, re- 
frigerators, washers, water heating, 
radio and lighting, all came in for 
some boosting. 


* * * 


The Palace of Spokane, Wash., 
ended April with a “Home Furnish- 
ings Fair’, two days of which were 
devoted to a Roaster School and two 
days to a General Electric Cooking 
School. In addition there were daily 
demonstrations of coffee makers, 
“Steem” irons and other features. 


* * 


Spokane’s Washington Water Power 
Company has recently concluded its 
“Low-Use Customer Campaign”, giv- 
ing awards to the salesman selling the 
greatest number of low-use customers, 
and to the salesman selling the great- 
est amount of all-over load. 


* * * 


The first six weeks of the Idaho 
Power Company’s “I.Q. Cookery Cam- 
paign” showed a total of 362 ranges 
sold, of which 279 had been sold by 
dealers. 


Salt Lake City devoted three days 
in April to a “Pageant of Foods” 
electric cooking school, with Miss 
Emily Conklin, representing the Na- 
tional Livestock Meat Board, in 
charge. $400 in prizes, most of them 
electrical equipment, were donated by 
local merchants for winners of the 
bread and cake baking contests. A 
culinary quiz contest was used as the 
basis for awarding prizes of foods 
cooked during the school. Over 1,500 
women attended the opening session, 


"For Men Only"—A Prize Window 


An unusual angle in presenting "Old and New" windows featuring electric kitchen equipment won a prize for the H. L. Stiff 
Company of Salem, Oregon, in a recent national contest. The modern kitchen was dedicated to the women with a sign “For 
Ladies Only", while that with the coal stove and the hand wash tub was labelled “For Men Only", with a little advice as to 


what sort of drudgery they doomed their wives to if they did not provide modern equipment. 


The little brownie dolls who 


bore triumphant signs in the modern kitchen, added a humorous touch by lying prostrate with exhaustion in face of the work 
which the best of old equipment entailed. 
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while the total figure for the three 
days is said to have passed the 6,500 


mark. 
* * * 


Axelrad’s of Salt Lake City cele- 
brated a 27th birthday by sale fea- 


turing electric ranges, refrigerators 
and washing machines. 
* * * 

The fact that spring weather is 


putting furnaces out of use and with 
them the furnace-coil type of water 
heating has offered advertising ma- 
terial for the Utah Power and Light 


Company’s early summer electric 
water heater drive. 
* * 


During May the Utah Power and 
Light Company paid $1 for an old 
iron turned in on purchase of a new 
automatic electric iron. 


* * * 


The Claflin Furniture Company of 
Helena, Montana, has entered the elec- 
tric appliance field, having added a 
full line of General Electric appli- 
ances. Leverett Ropes is in charge 
of the new department. 


* * * 


A line of Norge appliances has 
been taken on by the Clute Polleys 
Lumber Company of Missoula, Mon- 
tana, with Bud Sturm in charge of 
the electrical department. 


* * 


Frank Hoey, Jr., owner and man- 
ager of the Bozeman Sheet Metal 
Works, is not only one of the leading 
electrical dealers of that Montana 
Community, but this year also be- 
came its mayor. 


* * * 


In advertising its vacuum cleaner 
repair service, the May Company of 
Denver, Colorado, offers the use of a 
substitute cleaner during the period 
the repairs are under way. They also 
rent machines at 50c, 75c and $1. 


* * * 


Featuring 57 lamps which have been 
taken from regular stock because they 
have been used as demonstrators, one 
of a pair has been sold, or because 
of some slight defect in finish or 
shade, the Public Service Company of 
Colorado recently staged an I.ES. 
lamp sale in its Denver store. Prices 
ran from $3.95 to $55 for lamps that 
were originally $12.95 to $75. 


* * * 


Denver has been enjoying a cook- 
ing school sponsored by the Rocky 
Mountain News, Dorothy Ayers Lou- 
don in charge. Electric ironers, Ben- 
dix laundry equipment and other small 
equipment was featured. Daniels and 
Fisher, Austin Appliance Company, 
Inter-State Radio and Supply Com- 
pany, Sears, Roebuck & Company and 
the Public Service Company of Colo- 
rado were among the sponsors. 


PAGE 59 


— Another Electrical Man at Home 
om, 
nding J j 
quip- | 
3 first 
pared 
nding 
0,009, 
far. h > 
and 
re- 
94 to | 
nents : 
| 
| 
7 
i 4 | 
| 
| 

vho 
ick- 
old 
art. 
ft. 
can 

NG 


It’s got SALES APPEAL 


... with Features People Want! 


Selling is easier when you show this trade-up model, for it’s loaded 
with features that your prospective customers already know they 
want—the very features that mean electric cooking to them! 
Here’s plenty for you to talk about: new 6-heat Chromalox units 
...a really de luxe deep well cooker ... an illuminated, vissble 
oven. 
guard.. 
Tie your efforts to a nationally advertised line with more than 


65 years of experience to back you up! Ask about the new liberal 


Promotion Plan for dealers. 


Model E-113 illustrated above with 
Seth Thomas Automatic self-calcu- 
lating 3-way Timer for oven, or 
cooker, or outlet (optional). Other 
interchangeable accessories are 
Seth Thomas Timer for oven only 
(left}),and one-hour manual Time 
All have non- 
condiment set. 


Reminder 


glare lamp an 


. a warming drawer. . 


FLORENCE STOVE COMPANY =- 


45 E. 17th St., New York 
301 N. Market St., Dallas 


Six Master Models with Interchangeable Features That Push Sales Up and 
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Hold Inventory Down 


. One-piece seamless top and back- 


. white porcelain finish. And there’s a lot more, too. 


GARDNER, MASS. 
SALES OFFICES: 1458-59 Merchandise Mart, Chicago 
53 Alabama St., 8. W., Atlanta 
2730 — 16th St., San Francisco 

2201 W. Station St., Kankakee, IIL 


FLORENCE 
ELECTRIC RANGES 


As part of its regular Tuesday 
night meetings, the New Business 
Department of the Public Service 
Company at Denver has inaugurated 
a “quiz session”, with employees 
handing in questions prior to the 
meeting. Three employees are given 
a chance to answer, the first one 
correct receiving $1 for his answer. 
If none can find the correct reply, 
the author of the question gets the 
$1. Three judges up front decide on 
the winners. 

* 


Electric air coolers as a means of 
putting the baby to sleep on hot 
nights was the promotional advertis 
ing run recently in Phoenix over a 
“See Your Favorite Dealer” signa 
ture Local dealers have also begun 
their seasonal advertising of this 
equipment 


* * 


H. E. Saviers & Son of Reno staged 


pening of their new = store in 

May instead of April, the delay from 

the riginal schedul being due to a 

the materials 

stru Che store s the 

dern chandising 

‘ tain whole 

‘ 1 del kitchens, a private thea 

cooking schools may b 
a special itures 

dow a snter display 


The Silver State Appliance Com- 


pany of Keno, Nevada, took a hal 
newspaper space to announce 
ming of a second ¢ irload 
Nelvinator  retrigerators—and inci 
lontall ool } 
ale iliv to explain the inside story 


retrigerator price cuts. 


Return postcards sent out by the 
Southern California Edison Company 
rought response from the Philippine 
Islands, whence Julian Sun Uy pro 
prietor of Romblon Commercial Romb- 
lon, sends word that he would be 
glad to have a lightine survey made 
of his store It is understood that 
every member of the Edison staff has 
volunteered to make the survey, pro- 
viding expenses are allowed. 


* * 


E. S. Carter, former sales manager 
of Harper-McGee, Inc., wholesale ap- 
phance firm of Seattle, Wash. has 
been named to the vice presidency 
of the firm. 

* 


Herb Names, formerly with the 
Chas. E. Wells Music Company of 
Denve r, Colo., has opened a new store 
for himself in that city and will han- 
dle a full line of electrical appliances. 


New York's Michaels Bros.’ stores are 

having great success with this Norge 

window. A mechanical Eskimo walks from 

the window over to the artificial ice and 

picks up cards announcing the refrigera 

tor's features. Should be a knockout ir 
warm weather. 


J. W. Ryall is another Det 


who is starting 


in the retail elec 
field The Ryall Electrical Supp); 
Company will carry wiring, co 


ind other electrical supplies 


Paul H Anderson becomes 
the Ha- 

waiian Electric Company, Ho 

lr. H., succeeding J. F. Fenwick, w 

recently retired 


chandise sales manager to 


*x * 
The first Frigidaire salesmen in t 
country to qualify as a member 
1940 Frigidaire B.T.U club w 


Dewey Summers of the Boyle Furni- 
ture Company of Ogden, Utah. Itt 
Summers just 35 selling days to mal 
his year’s quota. Having reached t 
distinction by February 10th, he 
going ahead to roll up new records 


* * 


March business in electric range: 


and refrigerators in the city of Los 


Angeles, Calif.. was up 35 per cent 
over the record for the similar perio 
of 1939. Total units added to th 
lines was 878. 


* * * 


The first campaign of the year for 
the Southern California Edison Com- 


pany was a drive on electric ranges 


Toastmaster's Film Shows How 


This is a shot from the new Toastmaster sound-slide film called "Smooth Sale-ing’’. 
W. E. O'Brien, sales manager, says the film was prepared on the basis of studies 
and surveys made on the retail sale of electrical appliances. 
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FLORENCE ANNOUNCES 
NEW 


dl TWO SENSATIONAL NEW OIL HEATERS 
"| WITH ELECTRIC HEAT DRIVER! 


res a 
Norg 
ks from ° e 
agp Load your big guns with this sure-fire ammunition for Heater Sales 
tae —bigger sales than ever this year! Because Florence engineering is ; 
giving you “Driven-aire”! 
“Driven-aire’”’ brings you a sensational heating development to 
enver sell. Your customers are going to 
Supph want these new heaters with elec- 
trically powered fan units—for 
“heat that gets around’’—for 
© Hel forced circulation that means com- 
k 
fort in every room in the house! 
Decide now to cash in on your 
ber share of this Big Heater Business. 
Furni- 
Itt 
HEAT THAT 
ed “ 
h GETS AROUND 
sis Specially designed fan 
and grille promote POT-TYPE — PC825. Two 8” pot-type burners. 
songs constant circulation of Humidifier. Finished in gleaming brown porcelain and 
warmed air. contrasting Crystone. 
BACKED BY THE WORLD’S GREATEST LINE 
td In addition to “Driven-aire’’ models, Florence offers you 29 other spec- 
Com 


tacular Heaters—the most complete heater line ever presented! There's 
a model for every need—a price for every budget. 


SEE THEM AT THE SHOWS! 


CHICAGO July 1-13 HIGH POINT July 15-27 
Rooms 1458-59 Merchandise Mart Southern Furniture Exposition Bldg., 9th floor 


FLORENCE STOVE COMPANY - GARDNER, MASS. 


SALES OFFICES: 1458-59 Merchandise Mart, Chicago; 45 E. 17th Street, New York; 
53 Alabama Street, $.W., Atlanta; 301 N. Market Street, Dallas; 2730—16th Street, 
San Francisco; 2201 W. Station Street, Kankakee, Illinois. 


FLORENCE 


SLEEVE-TYPE — CH925. Two 9” sleeve-type burn- i E AT E 


ers. Humidifier. Finished in gleaming brown porcelain 
WORLD’S GREATEST LINE . . . TAGGED WITH CERTIFIED HEATER FACTS 


and contrasting Crystone. 
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SUCCESS STORY 


See the Line that captured 
a market in two years. .new 


Cavalier 
ELECTRIC RANGE LINE 


DISPLAY 
ROOMS: 


NEW YORK 
206 Lexington 
Ave. 


CHICAGO 
666 Lake 
Shore Drive 
(Also Burns 
W holesale 
Furniture Co. 
340 W. Obio 
Street) 


SAN 
FRANCISCO 
Frank L. 
Robinson 
Western Furni- 
ture Exchange 
and Merchandise 


Cavalier Electric Range 
celebrates its second 
birthday in July. In 
two years time it has 
done an amazing job 
for stores and dis- 
tributors who saw in 
it the aristocrat of 
electric ranges . . . at 
popular price levels. 
It’s as fine a range as 
there is in today’s 
market. See it, help 
celebrate its second 
birthday, as Cavalier 
Corporation, the manu- 
facturer, celebrates its 


fart 75th anniversary, this 
4 summer. 
DEALERS-DISTRIBUTORS 


Write or wire for details about Cavalier 


Range franchise 


A few territories still 


open. See our displays in July. 


Cavalier CORPORATION 


CHATTANOOGA 
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MULTI-HEAT SELECTOR 


An infinite number of cooking speeds, 
from low simmer to ultra hot, on this 


selling point that will make sales for 


TENNESSEE 


FOR A BIG YEAR CHOOSE 


NEW DISTRIBUTORS APPOINTED 


HOTPOINT 


Several new distributors for Hot- 
point home appliances have recently 
been announced by R. W. Turnbull, 
vice-president, Edison General Electric 
Appliance Company, Inc. The Gray- 
bar Electric Company, Inc., will han- 
dle wholesale distribution of Hotpoint 
products in the Jackson, Mississippi, 
area, directing operations from their 
headquarters at 601 South Peters 
Street, New Orleans, Louisiana. The 
L & K Electric Company, 72 State 
Street, Binghamton, New York, have 
been appointed wholesalers in the 
3inghamton area. Distribution in the 
Elmira, New York, area, has been 
taken over by the Hotpoint Distrib- 
uting Branch of Buffalo, New York. 

In the San _ Francisco territory, 
Graybar Electric Company has been 
appointed to distribute Hotpoint ap- 
pliances. Clyde E. Allen, merchandis- 
ing manager, will direct Hotpoint 
operations from Graybar headquarters 
at Ninth and Howard Streets, San 
Francisco. Graybar branches in this 
territory are located at 222 Ninth 
Street, Oakland, and 1723 “L” Street, 
Sacramento, California. 


AIRTEMP 


For sales and distribution of Air- 
temp heating units, a franchise cover- 
ing Eastern Maryland is awarded to 
Appliance Sales & Service Co. in Bal- 
timore; while William A. Lange & 
Son of Saginaw is named for north- 
eastern Michigan. 

On air conditioning and cooling 
units of larger size, an agreement 
with Filter Supply Co. of Cedar Rap- 
ids, Iowa, has been reached. 


MEADOWS 


Appointment of these new distribu- 
tors is announced by I. N. Merritt, 
president of the Meadows Corpora- 
tion, maker of household washers and 
ironers: 

Midwest Timmerman Company, 
Davenport, Iowa; Van Deren Hard- 
ware Company, Lexington, Ky.; Car- 


rier Wilson, Roanoke, Va.; L. & E 


Distributors, Milwaukee, Wis.; Valley 
Electric Company, Kittaning, Pa.; 
Pritchard Electric Company, Okla- 
homa City, Okla.; American Electric 
Company, St. Joseph, Mo. 


Retailers recently adding the Mead. 
ows line include Boggs & Buhl, Pitts. 
burgh, Pa., and C. J. Morrison De. 
partment Store, Charleston, W. Va. 


THOR 


The Walker Electric Supply Co. 
Inc., Terre Haute, Ind., has been 
appointed distributor of Thor wash- 
ers and ironers, according to Edward 
N. Hurley, Jr., president of Electric 
Household Utilities Corporation. 


EASY 


J. J. Nance, general sales manager 
of Easy Washing Machine Corpora 
tion, has announced the appointment 
of the Tri-State Philco Company oj 
Huntington, West Virginia as Easy 
distributor in the Huntington-Charles- 
ton area. The Tri-State Philco Com 
pany also distributes Philco and Sun 
beam products. 


GENERAL ELECTRIC 


The Morehouse and Wells Co., 805 
825 North Morgan St., Decatur, I! 
has been appointed a wholesale dis- 
tributor for General Electric vacuum 
cleaners. The company had previously 
been a distributor for G-E electric 
clocks, heating devices, insulating ma- 
terials, Deltabeston wires and cables 
wiring materials, and automotive prod- 
ucts, all of which will be continued 

The Hollywood Wholesale Electric 
Co., 6820 Romaine St., Hollywood 
Calif.. has been appointed a distribu- 
tor for General Electric clocks and 
heating devices. 

The Electric Supply Co., of 115 
West Silver St., Albuquerque, New 
Mexico, has been appointed a dis- 
tributor for G-E vacuum cleaners, 
electric clocks, electric fans, and heat- 
ing devices. 


FARNSWORTH 


Pierre Boucheron has announced the 
appointment of two additional Farns- 
worth distributors. They are the 
Charles S. Martin Distributing Co. 
of Atlanta, with a branch at Athens, 
Ga., and the Benjamin T. Crump Co., 
of Richmond, Va. 


“| GAVE PAW SOME COUGH MEDICINE—BUT | FORGOT TO SHAKE UP THE BOTTLE” 
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n. More than 300,000 persons this year will see appliance demonstrations staged 
from the new Frigidaire trailer, shown here, which is now a unit of the REA 
farm equipment tour. The trailer, said to be the first one of its type, was 
designed and constructed especially for Frigidaire Division, General Motors Sales 
anager Corporation. A route extending 10,000 miles, through several southern states 
atl and portions of the east and middle west, will be covered by the trailer in its 
agp 1940 REA tour. Among the appliances to be demonstrated are Frigidaire electric 
Easy refrigerators, including the Frigidaire "Farm 8"; electric ranges, one of which 
barles. is a combination model for electric cooking and heating with coal or wood; and 
Con electric water heater. 
d Sun 
HORTON son, 448 Shoop Avenue, Dayton, and 
Through Mr. Joseph Groshans, 617 W. Washington, 
Western sales manager for Horton 
ir, Il that Knapp spencer Company, 3rd 
le dis- and Nebraska Streets, — City, Quotes 
acuum lowa, have been appointed as distrib- Spring “home coming” session of the 
fiously utors for Horton washers and ironers of the 
lectric § in the territories adjacent to Sioux Northwest Electric Light and ~ res 
cables Norge Products Company of New 
' prod Orleans, Louisiana, have just signed Among the quotations worth recording 
tinued up for the distribution of the Horton are the following : 
lectric portable ironer in their territory. Mr. oh 
wood George H. Lehleitner is president of Verne Moon, Central Service Corp. of 
stribu- @ this distributing firm, and the terri- Chicago—“The domestic field still ~ he 
s and tory they cover is in Louisiana and a fertile market .. . It is my ‘belief that 
f nS Southern Mississippi. the best method (of merchandising) will 
a entail the sale of merchandise by the 
“ ~ AUTOMATIC utility ... (plus) a cooperative program 
that really works. 
nay W. Neal Gallagher, president of the 
Automatic Washer Company, announces A. H. Jaeger, manager of the water 
the addition of the Ball Store Fixture | heater division, Edison General Electric 
Company, Dayton, Ohio, and the Seattle Appliance Company—“Let’s not worry 
Hardware Company, Seattle, as distribu- about the public’s ability to buy . .. The 
tors for the Automatic line of household thing to do is to develop as much inclina- 
washers and ironers. tion to buy electric appliances as there 
New district managers added to the is to buy cars. 


Automatic field force are: 


H. Hendrick- 


Clean-Up 


Earle Poorman, district manager for 
General Electric in New York City, looks 
over one of the tank-type cleaners being 
featured in the current Consolidated 
Edison Company drive. 


Ralph Gale, sales manager of the Idaho 
Power Company—‘The service 
department has more than earned its 
way.” 


Guy Davis, Pacific Power and Light 
Company —“Supervision is leadership. 
The degree of success of a sales cam- 
paign ... is largely dependent on the 
key men’s ability to instill enthusiasm 
in. . . the front line members of the 
force.” 


Eric Hall, Westinghouse Supply Com- 
pany—“It is the duty of wholesale sales- 
men to see that the retail salesman un- 
derstands the effective use of materials 
placed at his disposal by manufacturers.” 


Larry Cheetham, Puget Sound Power 
and Light Company—‘“A staff of trained 
Specialists . . . will work with the deal- 
ers in the same manner that farm special- 
ists work with farmers.” 


H. J. Merilees, B. E. Electric—‘Com- 
plaints can be eliminated . . . With the 
point of friction well oiled, the next step 
is to tell your story.” 


R. B. McElroy, Washington Water 
Power Co—‘“A broad demand for hot 
water service has not yet been created 

. and the lack of customer acceptance 
has made the dealer steer away from the 
sale of electric water heaters.” 


L. F. Dickman—Edison G.E. Appli- 
ance Co—“The distributor should fur- 
nish and outline for the dealer proved 
sales plans, showing him how to develop 
next year’s purchaser this year.” 
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“1T'S THE 


Wey 


(we hope!)—""Just feel that 


‘FICE—"E R OFFICE J 

good i yen! N heard anything breeze! Every body's pep up al ce 
the work since we got some good big R& M fans! 


YOUR HOME (we hope!) —"R & M fans at the 

office taught me the wisdom of buying good fans 

for the — Here's my pet—R & 
t 


SOMEBODY'S HOME — “It's this breezeless 
heat that gets me down. Just doesn't make sense 
—not having electric fans. It's not the heat— 
it’s the stupidity!” 


M De Luxe, 


A good electric fan—or two, or 
three—that’s the answer to the only 
heat that bothers most people . 
breezeless heat. Large offices, stores, 
restaurants, and workshops need 
R « M Air Circulators—super 
breezemakers. Or exhaust fans han- 
dling thousands of cubic feet of air 
a minute. Private offices need hand- 
some, quiet R & M De Luxe fans— 
and your home the same . . . or bet- 
ter still, a big attic fan or a portable, 
in-the-window home cooler. Choose 
these good fans for a good summer — 
and decades of good summers to 
come. See your dealer. For circulars 
on exhaust fans, attic fans, or home 
coolers, write Robbins & Myers, Inc., 


Springfield, Ohio. 


ROBBINS & MYERS 


R & M DeLuxe 10-inch Oscillating Fan, $14.95; 
Pedestal Type, $21.45. Other Types, $3.65 up. 


IN THE SATURDAY EVENING POST, 
TIME, and BUSINESS WEEK 


—your customers are seeing the powerful 1940 R « M 


ALL TYPES - ALL SIZES 


fan campaign, running now. Every advertisement a 
stopper, like the one reproduced above! 

That’s why more live-wire dealers are handling 
R «& M fans than ever before. That’s why prospects 
are interested in a complete line that offers the right 
fan for every use—for home or business. . . . 

Write for the new R & M fan catalog and latest 


prices, lowest ever on R & M Junior fans. 


ROBBINS & MYERS, INC., SPRINGFIELD, OHIO - Fan Division 
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“I Bought a Car 


and Learned 


How To Clinch More 


Vacuum Cleaner Sales” 


“Yes Sir! [I soon discovered that a good automobile sales- 
man does a lot more than demonstrate his car. He clinches 
the sale by talking about mechanical features—particu- 
larly about the motor—to convince you that his car will 
keep on delivering dependable, trouble-free, economical 
performance for a long, long time. I’m using the same 
idea now, and it’s helping me sell a lot more vacuum 
cleaners, particularly where the man of the house has to 
be convinced to clinch the order.” 


When you sell a cleaner equipped with a Black & Decker 
motor, you have a real sales-clinching story to tell. For 
The Black & Decker Electric Company is America’s most 
experienced vacuum cleaner motor specialist. Since 1915, 
Black & Decker vacuum cleaner motors have had an un- 
surpassed reputation for maximum efficiency and dura- 
bility with minimum servicing. Every Black & Decker 
motor, moreover, is specifically designed and custom built 
for the particular make of cleaner it drives. And the 
name of Black & Decker—famous also in the field of 
portable electric tools—stands ace-high with men in 
practically every walk of industrial and business life. 


When it comes to clinching sales and making satisfied 
customers (as well as protecting yourself against costly 
and troublesome service calls) you can’t beat Black & 
Decker motors. Long years of satisfactory service—and 
the continued patronage of leading vacuum cleaner manv- 
facturers—prove that beyond any doubt. 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 


Specialists in the Design and Application of 
UNIVERSAL 
MOTORS 
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Price Cutting Opens 
Volume Pitfalls, Says Voss 


HAT episode in the book, “Alice 
in Wonderland” where the queen 
tells Alice she has to run twice as fast 
t« stay in the same place is particu- 
larly applicable to price-cutting, ac- 
cording to a release made recently by 
Ed Voss of the Voss Washer Com- 
pany. 
“How much can a dealer afford to 


lose to gain a profitable volunie?’ 
asked Mr. Voss. 

The trouble is, though a price cu 
may do good, few dealers know ‘ioy 
much more business they are going t 
have to do in order to be back in th 
same place they started from. The 
following data is particularly inter. 
esting to dealers who are contemplat- 
ing cutting prices are wondering how 
long a competitor can stay in busi- 
ness on a price cut basis: 


40% Added to Cost 


Selling 
Cost Per Unit Price Margin 
$10.00 14.00 40% 
10.00 — 5% 13.30 33% 
10.00 — 10% 12.60 26% 
10.00 — 15% 11.90 19% 


Low Cost Homes Sound 
Pape the false conclusion that 


the bulk of low cost housing can 
be satisfied only through a subsidy, Dr. 
William H. Husband, member of the 
Federal Home Loan Corporation 
board has declared. 

“HOLC has sold 47,000 homes for 
$4,000 or less in the past two years. 
Seventy per cent of its total sales have 
been in that class. Some 97.7 per 
cent of all our sales today are in 
excellent standing. Only 2.3 per cent 
are more than three months in arrears 
and more than a third of these are 
regularly liquidating their arrearages. 
Only 1 per cent have completely 
defaulted. 

“The buyers of these homes, the 
majority of whom got their properties 
on down payments as low as 10 per 
cent, are in the income brackets from 
$1,000 to $2,000. 

“There is no question where the 
market lies. There is a danger of 
overbuilding houses from $5,000 up, 
but we have not yet begun to touch 
the $3,000 market. Once we can pro- 
duce an acceptable home for that price 
the building industry doesn’t have to 
worry about the limitation of the 
market—it can absorb all the low cost 


J.C. Penney Does a 5-Year Wash 


Gross Increase in Volume 
Profit Required 
400.00 
330.00 21.2% or 122 units 
260.00 53.9% or 154 units 
190.00 11014% or 211 units 


homes that can be built in the next 
several years.” Dun’s Review for 
October reports a national shortage of 
more than 2,000,000 housing units. 
Dr. Husband declared that practically 
all these units are needed for persons 
who can pay only $30 a month rent 
or $3,000, total cost of the home. 


Plans for an Outdoor 
Living Room 


EALIZING that the emphasis in 

Southern California is on out- 
door living, the Los Angeles Bureau 
of Power and Light recently ran an 
“Exterior Home Lighting Guide” 
with a suggested lighting plan for 
gardens in their customer distributed 
house organ. The diagram was 
offered merely as a suggestion of what 
could be done, the details to be 
adapted to any particular garden lay- 
out. Floodlighting was emphasized 
for the variety of services which it 
provides, not only adding to the beauty 
and usefulness of the garden, but mak- 
ing it possible to play outdoor games 
at night and also protecting against 
prowlers. For advice on garden light- 
ing, the Bureau offered the services 
of its staff of lighting engineers. 


J. C. Penney Co. wanted to find out how good their bed-sheets were. General 
Electric figured out a five-year washing plan to test them. Result Both G-E have 
ammunition to show their dealers that their laundry equipment stands up and 
J. C. Penney have ditto to show that their sheets can take it. 
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he Manufacturers and their representatives exhibiting at The 
foes ; Merchandise Mart especially invite you to attend the 10th Anni- 
wake versary Market, July Ist to 13th, with remarkable promotion and 


mak- 


ames display possibilities for dealers. 
ight- In no other building in the world can you study and select from 
: such a wealth of new, salable merchandise—427 lines of house- 
wares—92 lines of gas, oil and electrical appliances —102 lines of 
toys, games, and wheel goods. 

And all of our exhibitors are planning special showings to make 
your visit to this Market doubly worth while. 


International Home Furnishings Market 


JULY 1ST TO 13TH 
INCLUSIVE 


MERCHANDISE MART 


The World's Biggest Buying Center Wells Street at the River 
CHICAGO 
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“AUTOMATIC 
"HEATING 


(1) PROFITS from 
COMMERCIAL REFRIGERATION 


General Electric offers you a complete 


line of Food Storage and Display Cabi- 
nets, Bottle Beverage Coolers, Water Coolers, Condensing Units, 
Cooling Units, equipment for Walk-in Refrigerators and Locker 
Storage plants. In addition—to sweeten your year ‘round business— 
G-E Heating and Air Conditioning equipment may also be handled 


under one franchise. 


(2) PROFITS from AIR CONDITIONING 


G-E gives you a complete line for cooling one 
room, a group of rooms or a whole house. 


Plus “Packaged Weather” units for air con- 


ditioning shops and offices—and easy-to-sell 


Air Circulators! 


(3) PROFITS from HEATING a 


The complete G-E heating line includes oil and 


gas fired equipment for radiator or warm air heat 


—plus an Oil Burner. All backed by national 


advertising. 


-------- GENERAL ELECTRIC-------; 


! GENERAL ELECTRIC COMPANY, Div. 199-323, Bloomfield, N. J. 1 
1 I want details on the new G-E Dealer Franchise for my territory. I am interested in (1) Commercial ' 
; Refrigeration, Summer Cooling, [) Automatic Heating. i 
Name 
tddress 
City State 
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New Rates Are A Sales 
Opportunity 


ATE reductions have been an- 

nounced from all sections of the 
United States within recent months. 
These may simply mean a lessening of 
the customer’s bill—an item which is 
received with a pleasant surprise when 
it first occurs, but is soon forgotten 
—or it may mean an opportunity to 
the electrical industry to sell more 
equipment so that the customer, while 
paying no more than previously for 
electricity, yet receives a greatly in- 
creased service. Such a result means 


an increased business to those who 
sell electrical equipment—and to the 
customer it means a continuing satis- 
faction which is far more important 
than the saving of few pennies 
monthly could possibly be. 

When the Public Service Company 
of Colorado last year made a reduc- 
tion in its rates, it did the usual news- 
paper advertising which accompanies 
such an event. But this was a really 
important occasion, and rated a far 
more extensive activity designed to 
reach the customer and to develop the 
good will which was potentially to be 
gained from the change. Therefore 
the power company decided upon a 
house to house canvass. “How you 
can get more for your electrical dol- 
lar” was the thesis, rather than “how 
you can save money on your electric 
bill.” 

Before the survey was commenced 
each customer’s problem was studied 
as an individual thing. Old bills were 
consulted and a card filled out which 
showed what the former bill had been 
in terms of cents per day, what the 
monthly average use of electricity had 
been during the previous year and 
what the new rates would mean in 
annual savings. This was followed 
by a pictorial presentation of familiar 
appliances together with the state- 
ment that for the average family, each 
dollar of savings per year would buy 
enough additional service to operate 
a refrigerator for twenty five days, a 
radio for 4 hr. a day for 104 days, 
a 100-watt I.E.S. 1 lamp for 3 hr. 


per day for 93 days or a food mixe; 
for 4 hr. per day for 500 days. Q, 
the back of the card was a State. 
ment of the new rate schedule jy 
plainly understandable terms and alsy 
instructions on how to read a nieter. 
with space left to enter monthly read. 
ings and to calculate the bill each 
month. This seemed to be of particy. 
lar interest to the customer. Prob. 
ably in reality very few of them 
bothered to read their meters more 
than once, if at all, but the fact tha 
they were encouraged to do so seemed 
to give them confidence that the say. 
ing which the power company wa: 
announcing was a real one which 
would be indicated by their own fig. 
ures, if they cared to take the trouble 
to work it out. Moreover, it insured 
that the card would be kept. 

Along with this card was another 
ingenious device with a revolving 
wheel which could be turned to regis- 
ter the amount of the previous bill 
and at the same time to show what 
this meant in normal usage of elec- 
tricity per month, and what the family 
bill would -be under the new rate, with 
the number of kw.-hr. “saved”. On 
reversing the card a number of win- 
dows on the opposite side opposite 
pictorial representations of common 
appliances showed how many weeks 
of service annually could be added 
for the sum saved. The center of 
the card was in the form of a lamp, 
with the shade cut out and filled with 
translucent paper with rays which 
moved as the card was rotated. 

The interviewer also carried with 
him a third form on which the cus- 
tomer’s complete record of bills for 
the previous year was entered. This 
left space for checking the number of 
appliances owned in the home, to- 
gether with information as to whether 
it was active or inactive and whether 
or not it represented an approved type, 
or was ready for replacement. It also 
called for information as to the size 
of the family and left space for the 
recording of any complaints. Space 
was left for suggestions and for a 
record of any service requested. This 
card, of course, was filled out for the 
benefit of power company files. 


\ “THE LITTLE GEM QUICKLY TRANSFORMS ANY 
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1909 Premier Wins Old 
Age Cleaner Contest 


The Cleveland News set out to find 
the oldest electric vacuum cleaner still 
in active use in Cuyahoga County, Ohio 
—and this novel “Old Age Contest’ was 
won by a 1909 Premier. Thirty-one years 
ago Mrs. H. C. Martindale of Cleveland 
bought this machine. In 1914 she gave 
it to her daughter, Mrs. J. O. Hathaway, 
who has used it ever since. Mrs. Hath- 
away reports that in that length of time 
not a cent has been spent on service but 
that she has purchased three new brushes 
and two new dust bags. The old sweeper 
still has its original cord and attach- 
ments, 

The old-timer, however, has done its 
last cleaning for Mrs. Hathaway—her 
prize for winning the contest was a 
brand-new 1940 Premier. 


The experience of the survey was 
an illuminating one. Customers on 
the whole were very frank and on 
the whole they were friendly. Some- 


times they told their troubles to the | 


power company man—troubles that 
had no connection at all with the 
subject of their electrical bill, except 
as they made any bill difficult to pay. 
And occasionally the power company 
man was able to do something about 
it. In fact, one of the higher offi- 
cials of the company became so in- 
terested in this aspect of the case that 
he himself took time out to make 
some of these contacts in the poorer 
listricts, with the result that he was 
able to straighten out a number of 
situations. Families with fewer 
troubles were families who were bet- 
ter customers, he believed. And any- 
how, the thing was worth doing. 

In many cases it was obvious that 
the customer had already been thor- 
oughly sold on the idea of purchasing 
an LE.S. lamp or some other appli- 
ance and was chiefly concerned that 
the investigator should not blame the 
salesman who had made the former 
contact for not having made the sale. 
More than once the power company 
representative had to assure the cus- 
tomer that the purpose of the survey 
was not to check up on the perform- 
ance of other employees. In many 
cases interest was expressed in some 
particular appliance. 
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USED IN MILLIONS OF APPLIANCES 


1940 


ELECTRICAL HEATING ELEMENT 


The final argument that sold this electric 
range was based on the dealer’s confidence in 
the range’s Chromel elements. It was a new 
story to the customer, but it was easy to believe 
and accept, because the dealer spoke as one 
who knew what he was talking about. For a 
long stretch of years he has known Chromel, 
and knows that this alloy has never let him 
down. The appliance maker knows this, too, 
and sees to it that his elements are made of 
Chromel, to the end that you and your customer 
will be satisfied. And, of course, the pleased 
customer is the repeater. So, you benefit, 


when you specify Chromel heating elements. 


HOSKIN 


MFG. CO. 
DETROIT 
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—AT LEAST Ys of Your Customers 
WANT Cords with this... 


3-Way Superiority 


You have something to SELL in these 
nationally advertised replacement elec- 
trical cords. 

Their quality takes them out of the 
profitless competitive class. Known cus- 
tomer preference (Corditis*-free cords 


are nationally advertised) assures fast 
turnover. 
Specify Belden. You'll have some- 
thing to sell—and it’s worth selling. 
Belden Manufacturing Company 
4663 W.Van Buren Street, Chicago, III. 


*CORDITIS—a dangerous disease of electrical cords; the symptoms are frayed wire and broken plugs. 
It causes severe mental irritation and violent nervous disorders among electrical appliance users. 


Appliance Cord Sets approved by Good House- 
keeping Institute, listed as standard by Under- 
writers’ Laboratories, Inc., and certified by 


Electrical Testing Laboratories. 


ADVERTISED 


ELECTRICAL CORDS 
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In the background are the second crop of graduates of Los Angeles City College 
who took the course in appliance selling. They've just cooked a meal electrically. 


Los Angeles Graduates its 
Second Class of Salesmen 


Nine young men this year graduate 
from a curriculum in appliance selling 
given by the Los Angeles City Col- 
lege, with practical experience in field 
selling behind them and_ practical 
knowledge of electric appliances. The 
picture was taken on the occasion 
when the graduating class demon- 
strated its familiarity with the electric 
range by cooking a full meal and serv- 
ing it to a group of invited guests. 
Among the members of the school 
department and of the electrical in- 
dustry who enjoyed this occasion 
were Harold D. Conklin, president of 
the Electrical Development League of 
Southern California; Dr. Rosco C. 
Ingalls, director of the Los Angeles 
City College; Miss Victoris McAl- 
mon, placement coordinator of the 
college; D. E. Kinnett, teacher of 
business, Los Angeles City College; 
Chester Broders, teacher-coordinator 
for the George Deen program; Willis 
M. Kenealy, regional supervisor of 
distributive occupations; Henry C. 
Rice, manager of domestic sales, 
Southern California Edison Company ; 


John J. Adams, statistician of me: 
chandise, Southern California Edis 
Company; F. L. Hockensmith, gener 


manager of the Electrical Develo; 
ment league; Eugene C. Adam: 
student coordinator, Electrical D 


velopment League; John J. Stigma: 
supervisor of the dealer salesme: 
school, Los Angeles Bureau of Pow 
and Light; and Mrs. Mary Schwitze: 
of the Bureau of Power and Ligh: 


Kansas City Sends Out 
Repair Truck 


ring at the front door is a cor 
A mon thing in Kansas City thes 
days. “I’m from the Power & Lig! 
Company,” says a man. “We have ou 
appliance repair truck in your neig! 
borhood this morning. 
appliances that need help?” 
repair trucks with nine repair crew 


are operating in Kansas City sine 
Sept. 1, 1939, sent out by the Kansas 


City Power & Light Company. Ther 
are also two field supervisors. Crew 
cover assigned territory an average 

about once every 90 days. About 6 


men are engaged in this work. 


Working together in the producing of Meadows washers, Luther N. Thompson, 
69 years old, and his son, Clifford, both of Bloomington, Illinois, are well on their 


way toward a joint employment record of a half century. 


The father helped 


produce the 1898 model Meadows washer shown in the picture and manufac- 


tured in the beginning days of the company in Meadows, Illinois. 


Together the 


father and son worked on the 1940 model shown with the 1898 relic in the 


photograph. 
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Service Men Learn Selling 


LL servicemen of the Parmalee- 

Dohrman Company of San Di- 
ego, Calif. are required to sit in at 
sales meetings, although they do not 
sell any equipment. But they get an 
idea of what the firm is after and it 
makes them better representatives of 
the company when they talk to a cus- 
tomer. They receive the same in- 
struction as salesmen in the qualities 
and performance of a new appliance 
and know what claims have been 
made to the customer and what com- 
plaints are justified when things go 
wrong. They are quicker to see sales 
opportunities in the homes they visit, 
too—and to pass them along to the 
sales crew. What is more, they like 
to be considered part of the organiza- 
tion on an equal level in responsibility 
with the sales force. 


Look for Other Defects 


Tl was H. H. Burgy of Vancouver, 
Wash. who regarded servicing as 
so important that whereas he might 
trust employees to handle other de- 
partments of his business he always 
saw to their repair jobs himself. 
When an appliance was sent to its 
home as restored he wanted to know 
that it was really in good condition. 
Therefore he did not content himself 
with taking care merely of the defect 
for which the appliance was brought 
in, but he went over the complete job 
and saw to it that the entire appliance 
was in proper working order. Often 
he found some other part just about 
ready to give way, causing a much 
more serious trouble than the one 
noticed. Had he merely repaired the 
obvious break the appliance would 
have been back on his hands shortly 
again out of order and this time the 
customer would feel that the break 
was partly his fault. He also had a 
way of lending another appliance to 
take the place of the one which was 
out of commission, while it was being 
repaired. 


Service Holds 
Country Clientele 


HERE is nothing like an ade- 

quate service department for 
building and holding an adequate 
country clientele in the experience 
of T. J. Buford of Buford’s Elec- 
tric, Fresno, Calif. Electrical ap- 
pliances are matters of vital impor- 
tance to the owners, where laundries 
ind restaurants are not at hand 
to be called upon in case of failure 
of home equipment. His firm has re- 
cently installed complete equipment 
for servicing all makes of refrigerators 
in addition to the other service which 
was already featured. He _ reckons 
that his first contact with a large pro- 
portion of his customers was through 
his service department. After making 
friends in that way, his salesmen sim- 
ply move in and take over whatever 
future business in the electrical line 
that customer may have. 
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\NLAND SHUCKER ICE TRAY 


The Inland Magic Finish Shucker Ice Tray 
is the standout choice for maximum con- 
venience when friends drop in and a few ice 
cubes or a brimming bowlful are needed. % 


A touch on the tray lifter and the fast 
freezing Shucker Tray is out of the freezing 
compartment in a flash—then simply lift 
the handy handle and get a few ice cubes 
or a trayful, full-sized and unshattered, in 
less time than it takes to tell it. 


1940 


The carefree convenience of the Inland 
Magic Finish Shucker Tray is easy to demon- 
strate and sell. That’s why it’s ideal as original 
factory equipment by refrigerator makers 
as well as for replacement sales by dealers. 
For details, prices and discounts write to 


INLAND MANUFACTURING DIVISION 


GENERAL MOTORS CORPORATION 
DAYTON, OHIO CLARK, NEW JERSEY 
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WARMING into the attic fan field, 
buzzing like flies about the honey- 

pot of profits, are scores of cheap, ineffi- 
cient fans, all clamoring for the attention 


of dealers and consumers. 


Don’t be confused by this bedlam. If 
you want liberal profits and long-lasting 
customer goodwill, sell Coolair, the com- 
plete line of home and commercial ex- 
haust fans backed by more than 12 years 
of engineering leadership. No other attic 


of ENGINEERING 
LEADERSHIP 


means NO KICKBACKS — GREATER PROFITS 
QUIETER, MORE EFFICIENT PERFORMANCE 


with Oollais 
ATTIC FANS 


fan can offer you all of these Quality 
Points that help sell fans, protect your 
profits against costly trouble calls and 
make every buyer a booster: 
1. Patented built-in springs that eliminate 
vibration noise 
Oversize ball bearings in fan hub for life- 
time service 
3. Eight large blades — lower tip 
quieter air flow 
4. Light, compact steel construction 
throughout—no cheap materials to warp, 
twist or tear loose. 


5. Certified air ratings, accordmg to ASHVE 
Test Code 

Right size fan for every home or commer- 
cial job— 8 inches to 9 feet in diameter, 
up to 150,000 cfm. 

Five-year guarantee on residence fans, 
backed by pioneer manufacturer in home- 
cooling field 

Fan-selling weather is /iere! Write to- 
day for this FREE CATALOG and 
details on Coolair’s complete program of 
sales promotion. Start selling the Coolair 
line now and profit! 


COOLAIR corPorRATION 


...+« JACKSONVILLE, FLORIDA 


TRADE MARK 


nN 


speed, 


a 


New Parlor Furnaces 
MODERNIZE Oil Heating 


ALLEN MFG. 


> 


MPANY « NASHVILLE, TENN. 
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Founded 1867 


A Neighborhood 
Telephone Directory 


“ EING a community or strictly 
neighborhood store,” says J. J. 
Slattery of The Slattery Electric 


Company in Washington, D. C., “our 
problem was one of becoming better 
known in the neighborhood and so 
increasing our business. 

“We had tried door to door circu- 
lars and blotters, all without any out- 
standing result, and the cost exceeded 
or equalled the profit on the business 
obtained. 

“Furthermore, the people we wanted 
to cover were out in this section of 
town, and we wanted to cover the 
community better, that is, blanket the 
neighborhood. We thought this could 
best be accomplished by direct adver- 
tising so we hit upon the idea of get- 
ting out our own Neighborhood Tele- 
phone Directory for ready reference. 

“Tt is a stiff piece of cardboard, 


9” x 11”, printed on yellow stock, 


with a hole in the top center to hang 
up in the kitchen, at the telephone, 
or elsewhere about the house, or to 
slip into the telephone book. It is 
printed at the top: 


PHONE DIRECTORY 


Your 
Neighborhood 


For Ready 
Reference 


The directory is printed on both 
sides. On one side is the first six 
months calendar as part of the direc- 
tory, and on the other side is the last 
six months. Included in the directory, 
in addition to neighborhood business, 
are fire and police calls, department 
stores, ambulance service, theatres, 
telegraph companies, etc. 

“The directory lists all types of 
businesses in the neighborhood, with 
street address and phone number, ar- 
ranged alphabetically, Auto Service, 
Bakeries, Banks, Beauty Shops, Bowl- 
ing Alleys, Bus Lines, Churches, 
cleaners and dyers, coal and fuel oil, 
dairies, druggists, gasoline stations, 
grocery stores, hardware and paints, 
laundries, liquors, painting.and paper- 
hanging, plumbers, printers, restau- 
rants, shoe repairs, tailors, tinners, 
tires, upholsterers, veterinarians. 

“But when it comes to items we 
sell, our business only is listed, such 
as under appliances we show our tele- 
phone number and a drawing or cut of 
appliances such as electric clock, 
waffle iron, toaster, radio, range re- 
frigerator, washer, vacuum cleaner, 
etc., under electric appliances we show 
iron cords, bulbs, toasters, grilles, 
washer filler hose; under vacuum 
cleaners we run ‘factory guaranteed, 
rebuilt like new, free demonstration, 
special $—— with attachments.’ 

“Under irons we run all the various 
kinds of electric irons we sell from 
the 99¢ type up to flat ironers at 
$49.95, ‘free home demonstration,’ 
and $1.00 per week on your electric 
bill; under ‘lamps’ we feature bulbs 
and rewiring; under radios we carry 
an illustration and the words ‘author- 
ized dealer,’ listing prices and featur- 
ing liberal trade-in allowances.’ 
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“We also put in a heading ‘radi 
repairs’ featuring free radio check yw 
and estimate in ‘your home by factory 
trained technicians we guaran. 
tee our prices and work to be the best.’ 
under ranges we feature the type we 
sell with an illustration and the words 
‘liberal allowance;’ under refrigerator; 
we show an illustration and the types 
we sell, with wording ‘belts installed, 
98¢ up;’ under washing machines, the 
type of washer we sell and under 
washing machine repairs ‘complete 
check up and adjustment service, all 
makes, Special $1.00.’ 

“We distributed about 5,000 of them 
from door to door all around the 
neighborhool for blocks. And we have 
traced so many service calls and new 
business to this idea that we have been 
getting them out every quarter just 
as soon as a new telephone directory 
is delivered to the home.” 


Handbill Distributing O.K.: 


Supreme Court 


HAT towns cannot enforce ordi- 

nances forbidding the distribution 
of handbills, is the latest ukase of 
the U. S. Supreme Court at a de- 
cision announced in January. 

In a decision covering four cases 
the court ruled that the fundamental 
guarantees of free speech and a free 
press contained in the constitution 
took precedence over any village or 
city ordinances. The towns of Los 


Angeles, Milwaukee, Worcester, 
Mass., and Irvington, N. J. were 9 @ “yy 
affected. 
Justice Roberts summarized the dem 
point at issue as follows: trols 
“Although a municipality may enact § last 
regulations in the interest of the public 
safety, health, welfare or convenience, 66 4 
these may not abridge individual lib- 
erty secured by the constitution to § trou 


those who wish to speak, write, print 
or circulate information or opinions. 
This court has characterized the free- 


dom of speech and that of the press ture 
as fundamental personal rights and 
liberties. The phrase is not an empty rani 
one and it was not lightly used.” T 
The decision followed the prece- are 
dence of others. In 1939 in the case 
of Lovell vs. City of Griffin, it held mo¢ 
void an ordinance which forbade the hea 
distribution by hand or otherwise oi 
literature of any kind without writ- y 
ten permission of the city manager. feat 


Similarly the present decision carries 
or the thinking that resulted in the 
voiding of an ordinance on its face 
because it provided for previous ad- 
ministrative censorship. 

In the case of Los Angeles, Mil- 
waukee and Worcester, the ordinances 
which prohibited handbills did so to 
stop littering of the streets. In an- 
swer to this the Supreme Court said 
that keeping streets clean is insuffi- 
cient to justify ordinance which pro- 
hibits the handing out of literature to 
someone on the street who is willing 
to accept it. The punishment shoul 
actually go to those who throw paper 
on the streets. In fact, the streets a1 
natural and proper places for the dis- 
semination of information. 

In Irvington the issue was religious, 
a member of Jehovah’s Witnesses ha\- 

(Continued on page 72) 
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¢ ‘‘We don’t consider our selling job done until we’ve . 
demonstrated the advantage of Wilcolator Oven Con- 
trols. That’s one reason why our sales increased 25% 
enact § last year. 


the 


public 
continues Mr. Pearce, ‘‘our salesmen have no 

on to trouble proving their sales points about Wilcolator. The 
print § Wilcolator Warranty Bond proves it for them not only 


4 by guaranteeing the efficiency of Wilcolator tempera- 


press § ture controls but by emphasizing the quality of the 


ow 


and 
empty 4 Tange as a whole.” 

The safety and economy of Wilcolator Oven Controls 
pc | are a salesmaking feature of any modern range. A 


- held § Modern housewife too, wants the convenience and 
le the J heating accuracy found in Wilcolator equipped ranges. 


ise of 
writ- You can cash in on the extra sales that Wilcolator 
“8° 1 features bring. Today, write for as many Wilcolator 
arries 
n the § Warranty Bonds as you need. Use them to prove the 
s face § Wilcolator selling points—they’ll help you sell more 


s al- ranges! 


Mil- 

sage THE WILCOLATOR COMPANY + NEWARK, N. J. 

n an- 

t said 

PROVEN 

“illing Over 1,500,000 Wilcolator Oven No other Oven Controls have the 

hould = A” Controls have been used in  Wilcolator quality features. Ham- 

yt , domestic cooking ranges. Wilco- mer these features home to every 

S ilies lator Controls are proven effi- prospect ... and watch the 
c / cient, and proven profitable for immediate difference it makes 

gious, ae to stress in your selling. == in your sales and profits! 
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of 1000% for— 


THE heating appliances you sell in 1940 (if the 
heating element is made from NICHROME V ) will 
’ give a LIFE unattainable a few years ago. During 
the development 
chromium alloys has provided a LIFE increase 


of the nickel 


A WIDE CHOICE 
OF Models 


ARDEN 
ELECTRIC 


Every c s open for dealers who sell 
(row El ‘ ecau Crown offer models in a 
aried pt ange, plus sa features that make house 
wive nthusiasti You cash in on Crown 
tabil with over 5% years of stove building behind 
every range sold Write for catalog and dealer propo 


sition 


PLUG-IN 
DINETTE RANGE 


Here's a leader for you 
a revolutionary range that cooks, bakes, broils, roasts, 


full of sales punch 


bolls or frye and needs no special wiring plugs into 
any 110 volt, A.¢ outlet and it's ready to go. Only 
$59.95 (slightly higher in some localities) No installa 
tion charge. Wire, phone or write for details. 


CaOwnk STOVE WORKS 


4620 W. 12th Piece, CHICAGO 
A Full Line of Electric Renges. 


Originators of Buffet and Divided Top Ges Ranges 
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A MCRAWHILL PUBLICATION 


READERS 


We'll be glad to explain 
this McGraw-Hill inno- 
vation to advertisers 
and their advertising 


counsel, upon request. 


Address 


ELECTRICAL MERCHANDISING 
330 W. 42nd St., New York 


(Continued from preceding page) 


ing been arrested for canvassing with- 
out registration at the police depart- 
ment and leaving literature. Said the 
court: 

“Conceding that fraudulent appeals 
may be made in the name of charity 
and religion, the municipality cannot 
for this reason, require all who wish 
to disseminate ideas to present them 
first to police authorities for their 
consideration and approval, with a 
discretion in the police to say that 
some ideas may while others may not, 
be carried to the homes of citizens; 
some persons may while others may 


not disseminate information from 
house to house.” 
The Court’s decision expressed 


some limitations: “We are not to be 
taken as holding that commercial so- 
liciting and canvassing may not be 
subject to such regulation as the or- 
dinance requires. Nor do we hold 
that the town may not fix reasonable 
hours when canvassing may be done 
by persons having such object as a 
petitioner. Doubtless there are other 
features of such activities that may 
be regulated in the public interest 
without prior licensing or other inva- 
sions of constitutional liberty.” 


Dealer Financing Aids 
From Puget Sound 


HE advantage which the power 

company is supposed to enjoy 
through being able to say “You can 
charge it on your light bill” is made 
available to dealers as well through 
the tie-in offered dealers in the terri- 
tory of the Puget Sound Power and 
Light Company in western Washing- 


| ton in connection with Electric Home 


and Farm Authority financing. The 
hundred or more dealers who are 
cooperating in this plan not only have 
the privilege of turning the collection 
of customer payments over to the 
power company, but are given 
barrage of advertising matter which 
enables them to bring the benefits of 
the plan to the attention of the cus- 
tomer. 

Identification posters, envelope 
stuffers and price tags are furnished 
by the power company to such dealers. 
The attractive tags, are printed in red 
white and blue and bear at the top 
the slogan “EHFA adding 


terms”, 


Power and Light Company: Buy this 
appliance on easy terms; pay with 
your monthly electric bill. Down 
payment $...... Monthly payments 
Envelope stuffers, also 
used as circulars, explain the plan to 
customers and point out the advantage 
of making a single payment at the 
same time as paying for the electricity 
used. A list is given of the appliances 
for which EHFA terms are available, 
which included: range, refrigerator, 
water heater, water pump, milk cooler, 
cream separator, clothes ironer, farm 
motor, washing machine, vacuum 
cleaner, dishwasher, disposal unit, 
feed grinder, milking machine, attic 
ventilating fan, radio and portable 
space heater. 

This financing offer and the mate- 
rial advertising it have been of par- 
ticular value to country dealers, who 
have made active use of it. 
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To the customers of the Puget Sound | 


SPECIAL AIDS 


| 
G-E 
FLEXIBLE 


G-E 

ITCHES 


TO HELP 
YOU SELL ELECTRICAL 
CORDS AND SWITCHES 


1. G-E CORD RACK 
This brand new 
business - building 
G-E Cord Rack 
will help you to 
sell more flexible 
| electrical cords 
than you've ever 
sold before. It will 
put cords on your 
counter where they 
will attract attention. It will stimulate 
sales. The rack holds 10 spools of high 
quality G-E Flexible Cords. The G-E 
Merchandise Distributor nearest you 
| will tell you how to obtain this cord 
| rack and will help you select the cords 
| best suited for your trade. 


G-E SWITCH PACKAGE 
This sales-provok- 
ing switch pack- 
age, GE3316, will 
help you to demon- 
strate and sell mod- 
ern electrical 
switches. It con- 
tains 50 G-E Stand- 
ard Switches, GE2841, 15 Sphinx Mer- 
cury Switches, GE3008, and an action 
display—all for the price of the devices. 
Sales promotional material is available- 
The Sphinx is silent and durable. The 
Standard Switch is completely insulated 
with Textolite. 


For complete details about either of these merchan- 
dising belps call the nearest G-E Merchandise Dis- 
autor or send the coupon below. 


| 


2. 


GENERAL @ ELECTRIC 
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RITTENHOUSE 


Statistical Barometer 


\)' oes CONTINUED FROM PAGE 37 


falling 100% and the $50-$69.99 models 

ialling 6.52%. In other words, the full 

V4 ’ gain of the month was brought about 

through the increased sales of the high 

gi , — priced models, and as a result the dollar 

= value increased 16.12% compared with 
‘s the unit gain of 9.96%. 

oe (' 7 As will be seen from the following 

| } / figures, compiled by the American 

BLE Washer and Ironer Manufacturers’ Asso- 

ciation, the cumulative unit volume stands 

8.90% behind the same volume of last 

year. 


of Ai April 1940..... 9,127 gas engine washers 

April 1939..... 8,300 gas engine washers 
a 4 Mos. 1940....: 34,180 gas engine washers 
4 Mos. 1939... .37,518 gas engine washers 


= 
ly [VICTORY 


VACUUM CLEANERS SELL RITTENHOUSE CHIMES 
Exceeding all monthly records since FOR CUSTOMERS’ SATISFACTION 


COMFOR ALL SUMMER. LONG 
April 1937, the April 1940 sales of floor I / 
cleaners amounted to 139,768 units and 


swelled the four months’ total to 495,743 


LP cleaners. In percentage of change from 

last year the April volume was 39.09% 1) elle” TONE QUALITY 
) ) ahead while the four months’ cumulative 

AL ’ was up 27.39%. 


P Hand cleaner sales likewise continued The use of special chime alloys, plus 
ES , Wighe upwards, the April 1940 volume rising | - correct acoustical design and superb 
’ DCC 24.05% and the four months cumulative craftsmanship result in the matchless 
13.73% compared with the same volume 
of last year. Following estimates of in- tone quality of Rittenhouse Chimes. 
i J he | | | dustry sales come from the Vacuum We invite you to compare it with 
Cleaner Manufacturers Association. 
others. 
2 April 1940......139,768 floor cleaners & 
Backed by an aggressive 30,441 hand cleaners elle” STYLING 
thermometer sensitized ye. 100,487 floor cleaners & t 
A variety of graceful, decorative 
romotion, the new | 4 Mos. 1940..... 495,743 floor cleaners & : 
te ny 2 117,185 hand cleaners themes. Many nationally famous 
Victor Fan Line willturn | # Mos. 1939.....: 89.165 floor cleaners & interior decorators are using Ritten- 
103,037 hand cleaners 
the heat into cool profit oe house Chimes—proof of their style 
Saturation, January 1940—11,834,600 t 
for you. homes, or 48.4% of total wired homes. acceptance. 
late elle” 
igh You’ll want the new 7 B CONSTRUCTION 
vi Victor Fan Catalog and Improved, simple, “fool-proof” mech- 
oa the Victor Push. Com- WATER HEATERS anisms developed by Rittenhouse 
rds plete details about this engineers. Strong, rugged construc- 
fast-selling Fan Line for The April volume of 8,226 electrically tion. Every chime is carefully tested 
| operated water heaters sold by the 
1940 and the push behind NEMA membership in April 
ok- ® ° ° a gain of 6.43% over April 1939. For guaranteea against any ae in 
che it. Hurry. Write or wire the four months the cumulative unit material or workmanship 
ne at once. Get set for your volume of 1940 amounts to 30,339 water . 
vill tore 9% hiche * 
t heaters or 18.49% higher than the com 
on- most profitable FAN parable sales of 1939. B VALUE 
- YEAR with VICTOR Aer 8,226 water heaters Whatever Rittenhouse product you 
NOW! Mos 1940, 30'339 water heaters may buy you are assured of full value 
nd- 4 Mos. 1939........25,604 water heaters for the price. For only a few cents 
ve Vi CTOR Saturation, January 1940 — 750,000 more than the lowest, you can buy 
a ELECTRIC PRODUCTS, INC. homes, or 3.1% of total wired homes. Rittenhouse quality and prestige 
Dept. J-4004 ’ 
that can't be obtained elsewhere at 
e any price. 
ted Ruality is always VICTOR 
STOKERS THE A. E. RITTENHOUSE CO., Inc. Dept. 613, Honeoye Falls, N. Y. 
NATIONAL ADVERTISING BUILDS PUBLIC 
Residential stokers accounted for 92.10% ACCEPTANCE 
of the total April 1940 volume on stokers, mae! \ Rae a Rittenhouse is the chime 
e against 83.91% in April a year ago, line the public knows 
according to the current release of the . : - best becouse of con- 
Department of Commerce. An analysis cae Zam sistent Gdvertising over 
of the April figures indicates that resi- @ period of years. For 
n L dential, class 1, models have gained customer-satisfaction 
a 2 e 91.02% over April 1939, while the four ~ bak am sell Rittenhouse Chimes. 
months’ cumulative has risen 40.31% 
over the same period of 1939. 
For u 5,830 stokers 9 T T N 0 UJ S 
3,052 stokers 
11,235 stokers D R H M E S 
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TANDARD 
| E 
| | 
President 
$6.95 @ $11.50 | 
DEALER HELPs 
Rittenhouse backs up 
deolers With o com. 
Plete merchandising 
S€rvice ©ONsisting of 
demonstrotic, board, 
dispig Ys, Posters fold. 
ers, "eWspape, Mats, 
Cuts Cte 
Rittenhouse’, Strict sales 
Policy Protect, Your 
interests 


SIGNAL 16-INCH ADJUSTABLE 
OSC. FLOOR MODEL PEDESTAL FAN 


This SIGNAL pedestal fan oscillates in addition 
to being adjustable. It can be easily moved 
about and set to just the right height. Because 
of these advantages this type of fan is popular in 
homes, restaurants, offices, schools and business 
places. Conveniently located in the upper part 
of the stand is a rotary switch which gives three- 
speed control to the 16-inch quiet type blades. At 
high speed this fan displaces 1500 cubic feet of 
air per minute. Base and Stand, Adjustable from 
4’ 6” to 7’ 6” floor to center of fan. Rubber cord, 
eight feet. 


SIGNAL ELECTRIC MFG. CO. 
MENOMINEE, MICHIGAN 


Offices in all Principal cities 


Send for this 
new 1940 
Fan catalog, 
if you do not 
have it. 


No. P-1250-A 
$35.00 List Price 


HERE ARE 


O/L HEATERS 


FOR THIS 
OILHEATER YEAR 
OIL-BURNING 


WASHINGTON-FROGIL 


with DOWN-DRAFT, HOT-BLAST and “INSTA-LITER” 


HE design, the speed, the capac- 
ity, and the distinctive features of 
Washington-Frogil Heaters, such as 
the automatic lightning starter, and 
the stainless steel, lifetime, remov- 
able burner, make this THE oil 
heater line for this year, and YOUR 
opportunity to get more of this fast 
growing business. 
Write for information about this 
modern line, “Worthy of the Name”, 
made by one of America’s oldest 
and largest stove manufacturers. 


GRAY & DUDLEY COMPANY 


+ 
oF 
aut 
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Stunts That Bring 
the Prospects In 


CONTINUED FROM PAGE [6 sommes 


The store sells Stewart-Warner and 
Philco radios and Russell recently 
pulled a rather ingenious stunt with 
Stewart-Warner. Taking a record 
player he placed it on top of a 
Stewart-Warner. 

“You people have undoubtedly been 
reading a lot about these $150 radio 
combinations,” he told prospects for 
table sets. “Maybe it’s only a fad and 
will pass out but right now the public 
is pretty keen about them and I 
thought you might like to see this 
idea. Here’s something for $89.50 
that will give you just as good music 
as a combination that will cost you 
$150. Maybe the record playing fad 
will pass and if so, you simply pull it 
off like this—and you have your radio 
alone.” 

The proposition went over like hot 
cakes. Incidentally records are quite 
popular in Danville at this time, and 
negroes are particularly good cus- 


; tomers. 


Established 1862....... Nashville, Tenn. 


| anything else 
| small town people in a rather busi- 


Mr. Bryant is wedded to no exclus- 
ive line, handling Phileo, GE, RCA, 
Fasy. 

He feels he is better as a closer than 
and treats country and 


He states his best 
proposition and walks out if people 
argue, saying, “I know you folks have 
your mind made up one way or the 
other, and I’ve given you the best I 
can because I know you are smart 
enough to appreciate such things.” 

Mr. Bryant does not believe in set- 
ting around visiting with his cus- 
tomers. He gets in, tells them his 
story and gets out. He also has a 
silly idea, he says, that he is entitled 
to a profit on all sales. A refrigerator 
firm this spring wished to coax him 
to bite for the line, but he didn’t feel 
that loading up with a big order 
would work out in the long run. He 
doesn’t expect to sell many boxes but 
he is going to make a profit on each 
one he puts out. 


nesslike fashion. 


Dress Offer Helps 
Sell 3650 IES Lamps 


es CONTINUED FROM PAGE 3! 


told the full story of better lighting 
with particular emphasis on the ad- 
vantages of the lamp being left. 

Actually lamps were left for several 
days, the final contact being made by 
the salesman or lighting girl who had 
left them. At this particular time 
a straight selling job was done and 
it was made so much simpler because 
the customers knew from experience 
that the statements made regarding 
the lighting unit were true and they 
appreciated the advantages of better 
lighting. 

Results were excellent. Six girls 
and four men were engaged in the 
campaign, calling on a total of 25,000 
customers. One home out of every 
five in Phoenix permitted the lamps 
to be left for demonstration. One 
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Every phase of 
electrical maintenance 
and repair work 
covered in this NEW 
Library 


5 volumes 
of practical 
how-to-do-it information 


Every man concerned with the care and 
repair of electrical machinery should 
have these practical books, with their 
helpful tables, diagrams, data, methods 
and kinks. Every one of the five volumes 
is jammed to the covers with sound, 
how-to-do-it information—the kind you 
have to have when anything goes wrong. 
Liberal use has been made of practical 
data and practice in repair shops so as 
to combine the good features of a library 
of methods with handbook information 
covering these methods. 


ELECTRICAL 
MAINTENANCE 
AND REPAIR 
LIBRARY 


2042 pages, 1721 illustrations 
and diagrams 


These books show you how to 
ny all types of motor and generator 


.' breaks in armature windings and 
do a workmanlike job of rewinding; 
—know just what is wrong with an elec- 
trical machine and take charge of in- 

stallation and maintenance work; 
—make accurate tests of switchboards 
and apparatus and correctly balance 
the power with the load; 
—handle every sort of wiring job; 
—show competence, whether it be in the 
use of a Stillson wrench or a Wheat- 
stone bridge. 


New Trouble-shooting book 


Now, in addition to four well-known practi- 
cal books on all details of testing, connecting, 
rewinding, installing and maintaining electri- 
cal the Library includes Stafford's 

of ectri Equipment, a new 
book full of helpful maintenance informa- 
tion, special trouble-shooting charts, expla- 
nation of symptoms and causes of machinery 
troubles, specific remedies, etc. This revised 
library gives you the ability to handle big- 
ger jobs with surety of results. 


10 days’ examination 
Easy monthly payments 


We want you to examine this Library for 10 days. 
I don’t want them at the end of that time, there's 
no obligation to keep them. On the other hand, if you 

ide you want the help iy books can give, start 
the small monthly payments . and in a short _ 
the books are yours, right while” you have been u 
the coupon today. 


EXAMINATION COUPON 


McGraw-Hill Book Co., 

330 W. 42nd St., New York, N. Y. 

Send me Electrical Maintenance and Library. 

volumes, for 10 days’ examination If I find 

boa satisfactory, I will send you $1.00 in 10 da = 
and $2.00 a month until $15.00 has been paid. Other- 

wise I will return the books postpaid. 


(Books sent on approval in U. 8S. and Canada only.) 
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SAFETY is just one of the 
big selling appeals of this Mod- 


ernaire Console—and what a 
sales wallop that is, to mothers 
especially — completely covered 
by a mesh guard, it can’t trap 
tiny fingers, or dress. It sits low 
on the floor—no danger of tip- 
ping over. Circulates Cool Air— 
near the floor, where the air is 
20% cooler than at the ceiling, 
Modernaire moves 312,000 cu. 
per hour at a cost of less than a 
stick of gum. 


SILENT— PORTABLE 


—in office, bedroom or sick room— 
it is almost as silent as a summer 
breeze. Easy to move as a foot stool 
—modernly finished in ivory, chrome, 
blue, or mahogany. 


DEMONSTRATES on the SPOT 


Salesmen will make more first call 
sales with Modernaire because they 
carry the product itself to the prospect 
and demonstrate on the spot. The 
Modernaire lists at $58.50—net price 
to dealers only $35.10—a_ healthy 
mark-up for good profit and easy to 
sell. 


ACT QUICKLY... 


Opportunities like this don’t come 
often—something new, different, that 
has no competition and that meets the 
big demand of homes, offices and 
business places for economical and 
efficient cooling. 
Act now! Be 
among the first 
to clinch pro- 
tected territory 
on this volume 
profit maker for 
the summer 
mon 


ORDER YOUR DEMONSTRATOR TODAY! 


We pay the freight. Advertising litera- 
ture furnished free. A few calls will 
convince you that here’s the rapid-fire 
seller you’ve been looking for. Don’t 
delay—address your order to— 


DALLAS ENGINEERING COMPANY 


Dallas, Texas 


South's Oldest Fan Manufacturers 


out of every two demonstrations re- 
sulted in a sale. Final sales totals 
were in excess of 2,500 units sold 
direct, plus approximately 1,150 more 
IES-type lamps sold by dealers. 

Customers purchasing an IES lamp 
from cooperating stores during the 
campaign were eligible for weekly and 
grand prize drawings. Dealers were 
supplied with copies of the folder and 
given window cards for tie-in adver- 
tising. 

The lamp was an IES model selling 
for $7.95 retail and was available to 
all dealers at their regular discount 
through a local jobbing house. 

Customers who preferred another 
model lamp to the one being fea- 
tured were allowed to exchange the 
one purchased for the chosen model 
with full credit given for the model 
traded in. Terms were $7.95 with 
the next electric service bill, or 95 
cents with the next electric service 
bill with $1.00 a month on the bal- 
ance, plus carrying charges. 

With the purchase of more than one 
lamp, provision was made for suit- 
able terms. 

The result of this activity was con- 
sidered so satisfactory that the com- 
pany conducting it is considering a 
similar program using “accessories” 
such as hat, handbag, gloves, hosiery, 
etc., on a supplementary activity. 


Moths Make 
Mother Mad 


CONTINUED FROM PAGE 29 


Although moth larva crawl, it is 
not believed that they crawl into up- 
holstered furniture from other house- 
furnishings. Infestation comes about 
from the eggs. The female moth seek- 
ing a dark secluded place may crawl 
between the cushions in the back or 
side of a chair or divan. Here un- 
molested by brush or vacuum cleaner 
she finds a very satisfactory protected 
place. The tufts of the pile on the 
rug is also a good spot. Seams and 
crevices where pieces of a cover are 
tacked to the frame are excellent. 

Once hatched the larva either feed 
on the surface or feed from within and 
beneath cover. 

Some manufacturers treat their 
material with solutions supposed to 
render the fabric immune to attack. 
Woolen covers which are backed by 
layers of cotton batting are a help. 
Fumigation by gas of lethal strength 
or heat treatment usually 
successful. 

Most important in eliminating de- 
velopment of surface feeding is fre- 
quent brushing and treating with a 
vacuum cleaner, according to U. S. 
Department of Agriculture. If furni- 
ture covers are not mothproof they 
should be thoroughly gone over by 
one of these methods at least once a 
week to dislodge and crush eggs and 
kill young larva of the moth. Hand 
vacuums permit equally close attention 
to clothing and overstuffed furniture. 

Obviously an ounce of prevention is 
better than a pound of cure. This is 
the logical appeal of the vacuum 
cleaner and when presented at the 
changing seasons of the years, when 
clothing is being brought out of stor- 
age and damage discovered, it can be 
used with greatest effectiveness. 
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ALWAYS make sure 
electrical appliances you 


sell contain “TOPHET” 
nickel chromium 


WILB R B. DRIVER co 


NEWARK, NEW JERSEY | 


BUYERS! 


JULY 7th 12th 
the AUDITORIUM 


© ATLANTIC CITY, NEW JERSEY 
Special Low 
Convention 
Rates in all 

Leading Hotels. 


@ Over 400 Exhibits of Housewares, 
Electrical and Major Appliances. 
Your most important Buying Trip of 
a the year. 


NEW YORK HOUSEWARES MANUFACTURERS ASSN. 


HOTEL PENNSYLVANIA, NEW YORK 
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RANGE UNITS 


are just the thing to back up 


your electric range sales story! 
Look at these outstanding fea- 


tures! 


“‘Two-Units-in-One”’ — provides 
the right cooking area for every 
size utensil—No wasted heat when 
using small utensils. It’s exclusive 


with Chromalox. 


Easy Cleaning — the all-fat top 
makes cleaning simple. And the de- 
flector is designed to eliminate need 
of lifting the unit from the range 


for cleaning. 


Speedy Contact Cooking —makes 


Chromalox units quick to start, fast 
to cook with. It’s heat by conduc- 


tion, the fastest possible way. 


Six Heats — Insures the right heat 


for every cooking operation. 


Uniform Heat — «rings of heat” 
that fit the bottom of any size uten- 
sil assure uniform heat distribution 
and better tasting focd. 


These are the features that make 
more range sales for you. Sell 
Chromalox-equipped 
Chromalox 


ranges. Use 
units for replacement 
purposes too—They fit all ranges. 


THIS NEW BOOK 


“How To Sell More 
Ranges” is packed full 
of sales hints. Send for 
your copy today—Mai/ 
the coupon with your 
business letterhead. 


EDWIN L. WIEGAND CO. 


7525 Thomas Blvd., Pittsburgh, Pa. 


Send me “How to Sell More Ranges”. 
Name 


Position 


PAGE 


Service a Natural for 
Neighborhood Dealer 


UBURBAN dealers are the ones 

who profit most from establishing 
a complete service department, ac- 
cording to the experience of Lynch 
Bros. of Burlingame and San Mateo, 
Calif. This firm started as a service 
station, planned to meet the needs of 
customers who had purchased their 
equipment in the nearby city of San 
Francisco, but who could not afford 
to pay for a service call from that 
distance. It soon became apparent 
that customers would be glad to buy 
from a dealer who would also take 
care of the equipment he sold, which 
soon brought the firm into the appli- 
ance business. Now the service de- 
partment is a means of making new 
friends and also an argument which 
frequently clinches a sale which might 
otherwise have gone to the larger city 
stores. 


Charge Enough 
for Service Time 


ESETTING sin of service work 

on radio, refrigeration and other 
appliances is the fact that experienced 
service men chase out on a lot of 
calls and don’t know enough to charge 
for their time, says Howard Pecheux 
of the Newburgh Radio Service Co., 
Newburgh, N. Y. 

“Tt costs money to run an auto- 
mobile and to employ a helper or 
girl in the store when you are out on 
service calls”, said Mr. Pecheux. 
“And yet the customer has the idea 
that you should only be paid if there 
is something to fix. In addition, her 
idea of payment usually runs around 
50 cents or 75 cents. There’s no doubt 
about the fact that we have brought 
this situation on ourselves. In radio 
and appliance service there is the same 
kind of cut-rate competition that ex- 
ists in selling appliances. 


Urges Standard Rate 


“If a standard rate for service calls 
were adopted—say $1 or $1.50 then 
the service man would at least be re- 
paid for the time and. effort involved 
in chasing down phone calls on which 
the sale of a replacement part is the 
smallest item. 

“When you come right down to it, 
we are experts in our line just as the 
doctor is the expert when somebody 
is sick. The doctor does not hesitate 
to charge $5 a call when he goes out 
or $3 if the patient comes to his 
office. Likewise, if a customer was 
to bring in a radio for inspection for 
tube trouble there should be a mini- 
mum charge for inspection and test- 
ing. But if the service man has to 
chase out to her house on a refrig- 
erator call, he should charge a mini- 
mum price. 

“We can’t do it here, I will admit, 
because there are so many screw- 
driver service men around waiting to 
pick up a half-dollar here and there, 
that the customer has come to believe 
that a service call should never add 
up to more than that.” 


RECIPES 


"| WANT A FOOD MINER THATS 
READY 70 D0 EVERYTHING“ 


MULTIPLY YOUR PROFITS 


Every KitchenAid owner be- 
comes your customer for addi- 
tional labor-saving Attachments 
(Food Chopper, Vegetable 
Slicer-Grater, Ice Cream 
Freezer, Colander-Sieve, Pea 
Sheller, others) because they 
are so practical and conven- 
ient to use. No extra “power 
adapter” is necessary. Kitchen- 
Aid (with extra power) is the 
outstanding Complete-Food.- 
Preparing unit. 


Com i i 
For Better Coffee! KITCHENAID 


ELECTRIC COFFEE MILL $9.75 


SEE KITCHENAID AT N. Y. HOUSEWARES SHOW 


ATLANTIC CITY, SPACE 309—THE HOBART MFG. CO., TROY, OHIO 


FastBecoMING 

| 


Streamlined for Sales! 
Engineered For 
Economical Heating! 


it's surprising how many 
you can make with this 


low 
Ol! Heater on display. Not only does it 
off 


Then desi 

what America wants “Tone. 
~ ay ow, 

There are still many 
Dealers- ble Silent Sioux 
Distributors ranchises available. 


ails complete 
Ask for Free Folder, “This is The Pre- 
view”. See ti new models, including 
the new Silent Sioux Automatic Air Con- 
ditioning Oil Burning Furnace Unit, 

type furnace burner, automatic storage 
type water heater, etc. America’s most 
outstanding line—made by one of Ameri- 
ca’s pioneer olf burner manufacturers. 
Write Dept. 3 “So'd Only Thru tnde- 


pendent Distributors. 
OIL BURNER 


SILENT SIOUX 


PIONEER OIL BURNER MANUFACTURERS 
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What Happens 
to Your Sales 
When the 
Thermometer 
Goes Up? 


Many dealers have 
found the way out of 
the summer slump 
with “Breez - Air" 
Home Cooling Fans 
—a profitable line 
for sale to your resi- 
dential customers. 

Quiet, easy to in- 
stall in the attic, 
large-capacity, Breez- 
Air fans will satisfy 
your most critical cus- 
tomers. 


When turned on at 
sundown, they draw 
out the day's accumu- 
lation of warm air, 
and fill the house with 
the cooler night air. 

Dealers who took 
the “Buffalo” fran- 
chise two or three 
years ago say they 
have no regrets. 


PROMPT 
SHIPMENTS 
It's not too late to 
do plenty of Breez- 
Air Home Cooling 
Fan business this sum- 
mer. Write or wire 
us for full details. 


BUFFALO FORGE 
COMPANY 


205 Mortimer St. 
BUFFALO, N. Y. 
Canadian Blower & Forge 
Co., Ltd. 


Kitchener, Ont. 


What Home Service 
Can Do for the 
Dealer 


CONTINUED FROM PAGE 


such a call with the homemaker, ad- 
vising her of proper lamps, adaptors 
and fixtures which may be purchased 
to remedy the faults of her home 
conditions. 

Occasionally an original idea for 
lighting promotion has been worked 
out between dealers and the local 
home service representative which has 
helped to promote sales. In one com- 
munity a system was adopted by which 
the dealers boxed up all the repair 
parts necessary to remake an old 
floor or table lamp into a more mod- 
ern and satisfactory light source. The 
home service girl on her regular calls 
then used this material to show how 
easily and cheaply a lamp could be 
converted, and would agree to sell the 
items needed or to take the lamp to a 
dealer for repair. This resulted in 
greatly increased sales for the dealers 
and was a new service much appre- 
ciated by the customer. 


Demonstrations 


When the dealer calls on the power 
company for a demonstration, he is 
expected to set the stage and to have 
on hand needed supplies, including 
plenty of water, work tables and 
equipment connected and in working 
order. The average floor deménstra- 
tion or range school costs between 
$7 and $10, depending upon the size 
of the crowd expected or the time 
allotted. The home service women 
are trained to deliver a good con- 
vincing equipment sales story rather 
than to sell a line of foods or their 
ability to prepare it. Demonstrations 
must be well prepared and carefully 
given both by dealer and home serv- 
ice girl, if they are to prove con- 
vincingly the point of the sales pre- 
sentation. 

The foundation of a good appliance 
school or floor showing lies in plan- 
ning to prove exactly the advantages 
the dealer wishes to demonstrate. A 
written outline of time and procedure 
is made by the demonstrator, who 
*must secure necessary cooking uten- 
sils, mixing bowls, serving dishes, 
groceries and supplies. Sometimes 
her entire demonstration must be first 
timed and tried, to assure its success. 
It is the aim at these performances 
to give the homemaker a _ better 
knowledge of the use of her electrical 
appliances, what they will do for her, 
and to create the desire for more 
electrical equipment in her home. 


Past Records— 


During 1939 1,128 home calls were 
made for dealers by twelve home serv- 
ice girls, representing 29 per cent of 
the total calls made by the home serv- 
ice department during the year. These 
calls were first prepared by a contact 
with the dealer for information re- 
garding his customer, and often extra 
trips were needed to satisfy the user. 
Sales demonstration meetings during 
this same period were attended by 


12,444 women. 
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FAST-GROWING 
MARKET for 
Unique New 


Fluorescent and Incandescent 


Floating Lamp. 


balanced by a spring. 


pedestal type. 


motion Plan.” 


Above illustration suggests the 
unlimited flexibility of Dazor 
Lamps by yor a 
few of the innumerable positions 
obtainable. 


4485-a Duncan Ave. 


tion at a finger’s touch. 
adjustment or locking, the arms being counter- 


Electrical dealers everywhere are cashing in 
handsomely on the amazingly flexible Dazor 
Floats into any desired posi- 
Stays put without 


Light without glare—exactly where needed for 
any specific task of office workers, business- 
machine operators, draftsmen, mechanics, photog 
raphers, doctors, housewives, students. 

Remember! There is a real need for a truly 
flexible lamp in every factory, shop, store, office, 
bank, home, and all institutions. Five base types 
for attaching to desks, walls, etc. Also portable 


Unusually attractive discount to dealers. Dis- 
tributed through appointed electrical wholesalers. 
Write for distributor's name and “Sales Pro- 


DAZOR MANUFACTURING CORPORATION 


St. Louis, Mo. 


Y-2R1 


You'll Sell More 


if you offer 3 
Beverage Flavors 


MODEL NO. 326 


@ Sells 3 flavors 

@ Dry Type Refrigeration 
@ Extremely Simple, Sturdy 
@ Economically Priced 


PELCO new coin operated beverage 
cooler dispenses 3 different flavors, either 
6 oz. or 12 oz. or a combination of both. 
Large pre-cooling space holds 106 bottles. 
Total Capacity 146 bottles. Send coupon 
for catalog, prices. 


PELCO BEVERAGE 


Makes its own floating ice— 


Model 340 Pelco—for use under bar or 
out in open. Big capacity—232 12 oz. bot- 
tles standing. Makes its own floating ice 
—then stirs it with “Cold Actionizer”. Fast 
cooling. Many sensational features. Send 
for catalog. 


COOLER 


PORTABLE ELEVATOR 
MFG. CO. 


Bilvomington, Llinois, 


on O Pelco #340. 


Bloomington, Ill. 
Est. 1899 


PORTABLE ELEVATOR MFG. CO., Desk C-60, 


Please send me catalog and prices on O Pelco #326 
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S E A R C H L G ee 
SECTION 


RATE: 15 CENTS A WORD, UNDISPLAYED. SEE LAST ISSUE FOR DETAILS 


NATIONALLY KNOWN BRANDS OF MILBERN'S 


RE-NU-VATED VACUUM CLEANERS 


Once sold ... they stay sold ‘FADING BRANDS 


Rebuilt 
When you once sell MILBERN Rebuilt Nationally Known 
Vacuum Cleaners, you can count on keeping Vacuum Cleaners 


your profits. Because your customers will be Complete Customer Satis- 
permanently satisfied. From brush to handle- faction Means Bigger 
grip, Milbern RE-NU-VATED vacuum clean- ofts for You 

ers will help you build your sales and 
increase your profits. they stay sold 


Send for attractive profit-making details. 


MILBERN VACUUM CLEANER CO. 
241 W 23rd STREET ‘= 
NEW YORK CITY 


“Recreators of Vacuum Cleaners” 


UNDISPLAYED RATE: 
$1.00 per line per insertion. Minimum 
charge $4.00. (First line in smal! black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads. 


WHERE TO BUY 


Parts, Services & Accessories 


DISPLAYED RATE: 


$11.00 per inch per insertion. Contract 
rate on request. (An advertising inch 
is measured vertically %” on one 
column. There are 4 columns—4 
inches to a page.) 


= 


SPECIALTIES 


Electric Mangle Koll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board pads 
and covers, washer and ironer covers. Ohio 
Textile Specialty Co., W. 54th. Cleveland, O. 


Knitted Cotton Padding 


Manufactured in Rolls or Pads, finished to 
size. For laundry machines and specialties. 
Southern Mills, Inc., Wells St.. Atlanta, Ga 


Parts and Supplies 
Washing Machine, Vacuum Cleaner Parts, 
Dust Bags, Mangle Covers & Pads. Free 130 
page illustrated catalog, send 25¢ postage. 
Wynar, 160 State St., Rochester, N. Y. 


received by the 3rd of the month appear in 
the July issue, subject to space limitations. 


THE HARRY ALTER CO. fics 
1728 S. MICHIGAN AVENUE, CHICAGO, ILLINOIS x 
CHICAGO BRANCHES. NORTH. WEST. SOUTH jamaica 


DO YOU NEED “CRISPERS" 


defrosting trays, dishes, rubber ice trays 
. + + any type of refrigerator “acces. 
sories"? Order from us, and save money, 


Send for our big catalog, FREE; also 
lists thousands of service parts, used 
daily by retailers and servicemen every- 
where. Please write on your letterhead, 


CL 
Lows 


DON’T BUY REBUILT VACUUM 
CLEANERS BLINDFOLDED! 


Don't gamble! Before you send your check make cer- 
tain that you are going to receive the type of rebuilt 
vacuum cleaners which can be profitably resold. Don't 
decide by price alone . . . value is based upon what 
you receive for what you pay. 


You don't gamble when you buy Reliable Durobilts. 
They are the rebuilt vacuum cleaners which are being 
featured by leading department stores and mail order 
companies who demand PROVEN STAY-SOLD PER- 
FORMANCE. If you compare quality and price you 
will eventually buy DUROBILTS! 

Write for our new bargain catalog . . . it features all leading 


brands rebuilt the way you want them at prices which afford you 
liberal margin of profit ...and sold with a money back guarantee. 


RELIABLE VACUUM CLEANER CO.— 158 W. 23 ST. —N.Y.C. 


Modernized — Guaranteed COIN METERS WANTED 
REFRIGERATORS Can use quantity of used electric coin 


meters for selling electric refrigerators 
on the meter plan. Write quantity and 
lowest net price each to 


ALL NATIONALLY APPLIANCE DEPT. 
ADVERTISED MAKES 413 Walnut St. Des Moines, Iowa 
Every refrigerator and 
vacuum cleaner is com- 
pletely rebuilt in our 
plant by factory trained 
mechanics—This is why 
we can guarantee them. 


Send for NEW illustrated { 


PATENT YOUR IDEAS 


ak 


catalog. 


MERCHANDISE TRADING CO. 
Nationally Advertised Merchandise 
147 W. 42nd &. NEW YORK CITY 


‘at. Off. records searc 
for ANY lnvention or Trade Mark 


SALESMAN AVAILABLE 


SALES PROMOTION and Merchandising. 


Can you use an intelligent, clean cut, 

Christian young man of neat appearance 

7 | and outatanding personality who is well 
versed in various phases of sales promotion 

. and merchandising? Has been connected 


with three nationally known corporations; 

desires associated with small, 

progressive firm in an executive or related 

CRACKER JACK SALESMEN capacity. SA-579, Electrical Merchandising, 
Who are selling other major Electrical 336 W. 42nd St., New York, N. Y. 

Lines to Department, Furniture, Appli- 

ance, Hardware and Credit Jewelry Stores 


. « « to add the Fastest selling item in REPRESENTATIVES AVAILABLE 
America! Libera! Commissions to qualifiers! qutiaiiiiemnieiintiaetia 

WE COOPERATE WITH YOU MANUFACTURERS: SELLING AGENTS con- 
ss P cern, would like to represent factories in 
Free service Arizona and New Mexico for electrical sup- 
Wire” , ill b idered ply lines, household appliances, lighting 
we” salesmen wi @ considered. fixtures and other kindred products. We 
Write Full Particulars have our own warehouse facilities. Our 
Interview at Market Only—See qualifications are the highest. What have 
Mr. Heilman, American Furniture Mart— you to offer?) Roberts-Snow Sales Company, 
Space $26 Chicago, lil., July Ist to ISth. 113 West Jefferson Street, Phoenix, Arizona. 


FIELD REPRESENTATIVE available. Wide 

experience in washers, ironers, appliances. 

. Familiar with wholesale, retail outlets, 

. utilities, department, electrical, hardware, 

EST 1916 et« in resalesmen, 

overseeing displays, closing. Wm. > 

9591 Grand River Ave. Detroit, Mich. Sweitzer, 1505 Rhode Island Ave. N. W., 
Washington, D. C. 
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RUBBER UPHOLSTERED 


Use ORANGEVILLE 
TRUCKS for han- 
dling refrigerators, 

ranges, radios, kitchen cabinets, ete. Only t 
with patented quick change ratchet nose. Com- 
pletely rubber upholstered throughout. Several 
convenient sizes. Descriptive circular and prices 


on request. 
ORANGEVILLE MFG. CO. 
Manufacturers complete tine of Floor T 
Orangeville (Col. Co.) Penna. 


What to charge for Motor Repairs. 
Interchang e parts for related 


Copies Limited—Act Promptly— 
Write Today 


USE OUR NEW CATALOG “F” AS A 
SALES AID (136 pg—83" x 11”) 


4531 ITEMS 2911 ILLUSTRATIONS 
Vacuum Cleaner Parts—-Shop Tools— 


Belts—tron Parts—Grease and Oil 
This Valuable Catalog Shows You: 


What to charge for Rebuilding Cleaners. 
es. 
Retail prices with “your cost in code.” 


The Jesse Company, Inc. 
2440 W. North Ave. Chicago, Ill. 


— 
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‘AN PART T 
NO. DESCRIPTION LOT: s LOTS FOR NO. DESCRIPTION LOTS Lot s NO. DESCRIPTION LOTS LOT s 
Motor couplings 2”, 214", 3", 314° G. E. W-1264 Clutch (splined)... . . Thor 9517-A Agitator Cap........ 10 
‘ 6%" We Maytag 3129 Friction pinicn.. ... 06 .07 .08 Ther A-1705 Drain plug 0 12 
aytag Pper bearing.... . West. Elec. C-243 Bushing... . 
code.” | BA.B.C. D-81-A Hinge Bracket.......  .15  .17 .19 Maytag 3095 Gyratorhub......... Agitator Cap, standard type... 0 
— 340 Wringer Coupling... 11.12.13, | Maytag 12641 Torque, or 3..... 09 | Lid rubber, standard........... 213.14 
Apex 23193 Drain elbow........ 12 14.16 Maytag 12787 Bearing, %or%..... .08 .09 .10 Better hand, ctaadeed.. 
Hl. Maytag 3187 Drain plate cam 06.07.08 Drain Plug, (Apex, A. B. C., Fauleless, ete. 
Apex 454-456 Rev. gears........... ‘ Maytag K924 Center bearing... .... AZ Drain Plug, (Norge, One Minute, etc.)... .. 
Dryer nut........... 06 07.08 Maytag Hex 07.08.09 Drain Plug, (G. E., Easy, ete.)........... 
Apex 42264 Agit.nut............ 06 07 .0 Maytag 3207 Wringer cam......... .10 Drain Ferrule, (Apex, Barton, Faultless). . 0 .07 .08 
Apex SA457 Gear and 15 16 17 Maytag 12645 Center plate brg 05 .06 07 Drain Ferrule, (Norge, One Minute). . 06 07 08 
Apex 56049 Lid rubber 7 Maytag K-510 Roll 5 .6 07 Drain Plug Rubber Washers, .35 $2.25 per thousand 
Apex 42119 Shift. sector......... 18 .20  .22 Maytag 12079 Spacerring(brass).... .01 0134 .02 Drain Body, (One Minute, National, 
54 Apex 3339 Shift. sector......... 20.22) «24 1900 S-390 Water disc........... -03 .04 
Apex 52240 Segment Cam........ 06 07 .0 1900 07.08) Wringer cog, all types................-.- .05 .06 
18 Automatic Cable, 4774, 4934,50% .%8 1900 9126 Agitator block... .... 08 .10 
Boss 948 Agit. block.......... 1 .20  .22 1900 607-A_ Bearing holder. ...... 07.08.10 
| 3899 Coupling... 08 09 10 | 1900  907-A Drive gaar........... 08 10 MOTOR BEARINGS 
Conlon 4390 Drive block......... 14 .18 1900 922-A Rev. gear............ 04 .06 .08 
Conlon 4391 Drive block plunger... .14 .16 .18 | 1900  607-F Bearing holder. ...... 06 .08 Deloo — 54465 07 
Conlon 4996 Agitator Pinion. ..... 1900 608 Lower holder........ .06 .07 
4 Conlon 4997 Pinion Driver........ 1900 S-540-F Roll bearing......... 08 .10 Sunlight — 4x5éxl vy. .08 
Easy 00533 Basketcup..........  & 1900 906 Gear Case Cover. .... Sunlight, Apex, Marathon— %x%xl.... .08 .09 
8 Easy 51040) Drive gear........... 08 .09 .10 | National 9% Drive Torque........ Westinghouse motor bearing............. 0714 .08 
Easy 51039 Rev. gear............ 044 «4.05 Norge 20-3  Clutch.............. 10 General purpose, oilless — %...... 04 
Easy 51034  BasinStaff(plain).... .12 .14  .16 Norge 20-1 
5 Easy 51034  Basinstaff, polished... .14 .16 .18 Norge 20-I-F Pinicn,finethread.... .10  .12 VACUUM CLEANER PARTS 
8 Easy 66092 Base bushing........ > Norge 20-5 
Easy 51038 07.08 .09 | Prima KA-530 Clutch cone.......... 
8 Hoover Belts, all types... ............ 024% .02% .02% 
Easy 66070 Yokepin............ 6 06 .07 Prima K-502 Coupling............ 12.1314 
9 ver Furniture Guard, standard..... 05 .06 
8 Easy 0 .06 .07 Prima V-841  Lowerclutch......... .10 07 08 09 
7 Easy 53135 Boltandnut......... .04 .05 .0 Prima V-840 Upperclutch......... .14 .15  .16 P. D. Belts, No. 53.. ‘01% 01% 02 
7 Easy 56055 Wringercam......... 07 Prima V-394 Wringer sleeve....... 14 16.18 New-Outright. 95 1.00 1.10 
Easy 00567 Outlet Connecticn.... .30 .35 Prima V-395  Wringer sleeve....... 14 1618 P. D. No. 53 Furniture : 
Easy 50017 MainLever.......... 45 55 Prima  V-342__ Pilot screw.......... .05 07.08 
Easy 67004 3-cup Yoke.......... 00 1.10 1.25 Prima V-305 Agitator pin......... 03.04.05 Eureka nozzle levers all types......... 02 .02 
Easy 50026 MainLeverLink..... .08 .09 .16 Prima K-1078 Agitator Cap........ Eureka fork support housing... ....... 04 .05 86.06 
Faultless Motor Coupling... . . Prima V-999 Lid rubber......... a. Eureka fork support housing plunger... .01 01% 
Gainaday L-659-1 Cone Knob.......... a2 2 Thor 11170 Gentle Hand pinion Hoover floor brudh cad wheels......... 0 .04 .05 
Gainaday L-668 Tub Eccentric....... 08 .09 Thor 6495 04 .06 
> Gainaday L-618 .08 .09 .10 Thor 4950 22.23.24 TERMS—25% must accompany all orders and 
G.E. W-11S0 Reverse gear......... 10 Thor 4011-A Housing cover........ balance C.O.D.—or send remittance in full with 
G.E. W-1195 Reverse clutch. ...... -. 8 Thor 3623 Drive Block......... 10. I order and save C.O.D. charges. Minimum order $5. 
| All Orders Totaling $100.00 or More Take 100 Lot Price on Each Item 
: APPLIANCE SERVICE COMPANY 
lll FEDERAL STREET PITTSBURGH, PA. 
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LETTERS 


The Customer Be Pleased! 
To the Editor: 


Received this unsolicited letter from 
one of our customers whom we have 
sold an Electric Washer, Ironer, 
Range and Kelvinator over the six 
year period I have been at Sparta, 
with the company. I got quite a lot 
of satisfaction out of reading it, so 
decided that you too might enjoy 
to know how our electric customers 
feel. So I had a few copies made 
one of which I have enclosed. 


ALex M. Spe.tz 
Northern States Power Co. 
Sparta, Wis. 


Dear Mr. Speltz: 


Oftentimes we housewives feel that 
the too persistent salesman becomes 
a pest. We would like to shoo him 
with “Flit”. 

At the close of the old year and 
the beginning of the new, is a fitting 
time for reflection and appreciation. 
And after due reflection, it would 
appear to me that to clear my con- 
of all mean thoughts I have 
towards your “too persistent” 
efforts, I should express my 
appreciation. 

Washing has been much easier, 
faster and thorough since four years 
ago when you practically forced me 
to purchase the new washer by throw- 
ing the old one off the back porch. 
And the mangle, now also four years 
old, still makes ironing much easier. 
And as you know, I use my laundry 
equipment possibly five times as much 
as the average family. 


science 
held 


sales 


The electric stove, now six years 
old, still works perfectly. And our 
last purchase, the ice box; it would 
seem impossible to keep house without 
it, not mentioning the saving in food 
costs. And also in relation to the 
stove and ice box, I must comment 
on the service that you do not sell, 
but do include—namely the Home 
Service through Miss Gutwasser. 
This feature really modernizes cook- 
ing in the home. 


“GET THE SCISSORS, PAW. 
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And so, in expressing my appre- 
ciation to you for “persistently” call- 
ing until the sale was made, it is 
my hope that you will realize that 
when the sale is finally made, you 
have conferred a favor upon the 
buyer that will be appreciated as 
time passes, 

And should you sometime have a 
particularly difficult sale to make, you 
have my permission to display this 
letter or refer them to me as to the 
quality of the merchandise. 

Mrs. Etsiz DAHL. 


“Things You Can’t Do” 
To the Editor: 


Your article in reference to adver- 
tising was both timely and to the point. 

It is indeed gratifying to feel that 
the “hindmost” of the electrical appli- 
ance field has an organization suff- 
ciently versed in the ideals of honest 
and fair merchandising to take up the 
cudgels for them. 

Many the story consumers have told 
us after reading the article. It is truly 
unbelieveable—the gullibility—of the 
average, otherwise intelligent indi- 
vidual. Some of the tales related are 
pathetic in their ultimate result. 

I believe that a similar article, or 
the same one, with space devoted to 
refrigerator ads, typical of the “Shy- 
sters’” would go a long way toward 
educating the general public to what 
they should guard against. 

| have installed the two pages on a 
plaque and have placed same in a most 
prominent spot in my window for the 
perusal of passersby. It has evinced no 
little comment, pleasant from the wary, 
and most unpleasant, in fact, down- 
right ! * ? * ! from the unfortunate 
“Suckers” who fell for one or more 
of them, 

How about making up a quantity of 
these plaques for distribution to deal- 
ers for display in their windows? At 
any rate, many thanks for the help 
rendered a good cause. 

C. W. A. Ets, 
Al’s of Huntington, 


THIS CORD KEEPS GETTING IN MY WAY." 
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